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Abstract
Websites play an increasingly important role in the relationship between
organisations and consumers. In the webpage hierarchy, the first page, generally the 
homepage plays an important role in further exploration of other webpages of a 
website. The homepage influences consumers’ attitudes toward the sponsor website, 
consumers’ recall of products presented in a website, consumers’ purchase intentions 
from the web store, consumers’ emotion, and consumers’ perceived risk of buying a 
product from the website, among other responses. 
Realising the important roles of homepage content on consumer responses has meant 
that research on homepage content is an ongoing issue of interest. Importantly, an 
extensive literature review by the candidate revealed three main assumptions of 
existing homepage research.
First, homepage content is traditionally assumed to be either emotional or rational. 
This has led some researchers to place the homepage content along a continuum with 
emotional content at one end and rational at the other. This implies that there is a 
limited amount of one or the other kind of content within the page, or that one kind 
of content is irrelevant.
Second, embedded emotional or rational content has a simple, direct effect on 
consumer response. The assumption of linearity leads most researchers to expect 
emotional content to have a direct association with consumer emotion and rational 
content to have a direct association with a rational consumer response. 
Third, only one type of content can be processed at a time. Consumers respond to 
homepage content in an ordered, sequential way, and whichever of the consumer 
responses is primary—cognitive or affective—it operates as the central control unit. 
In contrast to these assumptions, this thesis advances that consumer processing of 
homepage content is more complex. Firstly, in reality a homepage does not contain 
only emotional content or rational content, but it contains both emotional and rational 
content simultaneously, with varying levels (high and low) of both kinds of content. 
The emotional and rational aspects of a homepage, therefore, interact with each 
other. Additionally, the effect of one kind of content on a consumer's response will 
also depend on the “level” of the other content. The integration of emotional and 
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rational content means that even the minimal use of an emotional or rational piece of 
content on a homepage could affect consumers’ assessment of (and engagement 
with) the homepage, leading them to discount or accentuate other (emotional or 
rational) content. Second, this thesis argues against the linearity assumption made by 
previous researchers. It proposes that consumer processing of emotional and rational 
content depends on consumers’ enduring personality traits, particularly their need for 
cognition (NFC) and need for affect (NFA). Third, in contrast to the view that 
homepage content processing is hierarchical, this thesis is based on neuro-biological 
evidence and studies on consumer psychology, which argue that consumers process 
emotional and rational content on homepages in parallel (i.e., together). 
Thus, consumers’ responses to homepages are an intricate product of: (a) the 
interaction between emotional and rational homepage content, (b) the interaction 
between homepage content (emotional and rational) and consumers’ enduring 
personality (NFA and NFC), and (c) are made even more complex by the parallel 
processing of emotional and rational content.
To understand the complex interaction between homepage content and consumer 
personality in regard to consumer responses, an original conceptual model is 
advanced that depicts the relationships to be examined within this thesis. The 
independent (manipulated) variables are (i) homepage emotional content (high and 
low), (ii) homepage rational content (high and low), (iii) consumer NFC (high and 
low), and (iv) consumer NFA (high and low). The dependent variables are (a) 
consumers’ emotional response and (b) consumers’ perceived informativeness, in 
regard to the hypothetical homepages to which they are exposed. 
The main experiment employed a 2x2x2x2 post-test-only factorial design, and from 
the 16 possible relationships, 10 relationships, based on prior theory, were 
hypothesised. An additional six relationships exist given the full factorial design, but 
based on the literature there was no support for specific relationships, and thus these 
are not included as hypotheses in the thesis. Three of these non-hypothesised 
relationships are embedded within the complex analysis and are, therefore, discussed 
as part of this. 
The 2x2x2x2 post-test-only full-factorial design was employed to establish cause and 
effect relationships, where the first two factors relate to homepage content and the 
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second two pertain to consumer personality. The levels, i.e., high and low, of 
emotional and rational content were manipulated by the candidate. Prior to 
undertaking the main experiment, respondents were classified as having high or low 
levels of NFC and NFA based on their responses to an instrument measuring these 
aspects of their personality. Their responses were then used to allocate them to 
homepages with manipulated content randomly assigned within groups in a second 
wave of surveying. Altogether, there were four stages of data collection, including 
the development of the stimuli pre-tests of the questionnaire. 
The findings of this thesis largely support the hypothesised relationships advanced. 
Importantly, the candidate found an interaction of emotional and rational content, 
which offers original theoretical insights. First, the continuum approach of studying 
homepage content is an oversimplification of consumer processing. Second, the 
findings showed many direct, two-way, three-way and four-way interactions between 
the homepage content and consumer personality in influencing consumer responses. 
This refutes the assumption of a linear relationship of homepage content and 
consumer responses, and indicates that consumer personality influences how 
consumers respond to specific types of homepage content. 
These results have implications for practitioners as they demonstrate the inadequacy 
of homepage marketing strategies intended to appeal to an individual’s rational or 
emotional motives alone. Consumers’ emotional and rational motives are too 
complex to be encompassed within a single design philosophy. From a practical 
perspective, appreciating consumer variations in NFA and NFC is important for 
organisations and homepage designers. This is because understanding the 
relationship between homepage content presentation and consumers’ predispositions 
and preferences for information will lead to more effective homepage design. 
.
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Chapter 1: Introduction
1.1 Problem statement
Websites play an increasingly important role in the relationship between 
organisations and consumers (Singh & Dalal, 1999; Dalal et al., 2000; Kim et al., 
2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014; Hao et al., 2015; 
Liu et al., 2016). Via their websites, organisations can present different types of 
visual, verbal and multi-media content to consumers, with each webpage in a website 
having a unique objective(s) (Singh et al., 2005; Lee & Thorson, 2009). Webpages 
are generally presented hierarchically, whereby each page connects users to further 
pages (Singh et al., 2005; Kim & Fesenmaier, 2008). The first page of a website is 
generally the homepage, and is arguably the most important page of a website as it 
represents the initial interface between organisations and consumers (Kim et al., 
2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014; Hao et al., 2015; 
Liu et al., 2016). 
The homepage’s primary objective is to generate consumers’ interest and desire, 
leading them to explore further pages of an organisation’s website (Singh et al., 
2005; Lee & Thorson, 2009; Lwin et al., 2014; Hao et al., 2015; Liu et al., 2016).
Existing research indicates that consumers’ initial emotional and rational responses 
to homepage content can influence whether they undertake further exploration of a 
website (Singh et al., 2005; Kim & Fesenmaier, 2008). This has led researchers to 
focus on how such consumer search behaviour within a website can be increased via 
manipulation of homepage content. 
The main assumptions of existing homepage research are that:
i. Homepage content is either emotional or rational (Singh & Dalal, 1999; 
Dalal et al., 2000; Kim et al., 2003; Singh et al., 2005; Lwin et al., 2014).
ii. A homepage is either emotional or rational because the product that it 
markets is emotional or rational in nature. For example, entertainment 
websites can be considered emotional because the products that they are 
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marketing are transformational; that is, the buying motive (such as 
sensory gratification) is positive (Rossiter & Bellman, 2005). On the other 
hand, a financial services site promotes informational products, and often 
the buying motive (such as having a problem) is negative (Rossiter & 
Bellman, 2005), so the site is considered more rational in its appeal 
(Singh & Dalal, 1999; Singh et al., 2005; Lee & Thorson, 2009).
iii. Consumers can process only one type of content at a time, either 
emotional or rational (Singh & Dalal, 1999; Singh et al., 2005; Lee & 
Thorson 2009).
iv. A homepage generates consumer emotion and/or consumer perceived 
informativeness based on the emphasis of the homepage content (Singh, 
1999; Singh et al., 2005; Lee & Thorson, 2009). For example, emotional 
homepage content (say, a picture of a pleasant interaction between a 
service provider and a customer) is directly associated with a simple 
emotional consumer response, such as a pleasant feeling (Kim et al., 
2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014). 
In contrast to these established assumptions, this thesis advances that consumer 
processing of homepage content is more complex. Firstly, in reality a homepage does 
not contain only emotional content or rational content, but contains both emotional 
and rational content simultaneously, with varying levels of both kinds of content. 
The emotional and rational aspects of a homepage, therefore, interact with each 
other. Additionally, the effect of one kind of content on a consumer’s response is 
likely to depend on the level of the other content. The complex interaction between 
emotional and rational content makes it essential that this interaction is better 
understood as it will influence how consumers interact with homepages. Although a 
very limited number of studies investigated the interaction between emotional 
content and rational content, the studies were limited to only two emotional and 
rational content combinations: (i) high emotional-low rational, and (ii) low 
emotional-high rational. However, testing just those two content combinations 
provides only limited information. Thus, research was needed that accounted for all 
four possible combinations of emotional and rational content on consumer responses: 
(i) high emotional-low rational (ii) low emotional-high rational (iii) high emotional-
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high rational) (iv) low emotional –low rational. The integration of all levels of 
emotional and rational content means that even the minimal use of an emotional or 
rational piece of content on a homepage may affect consumers’ assessment of (and 
engagement with) the homepage, leading them to discount or accentuate other 
(emotional or rational) content.
Second, this thesis argues that consumer responses to specific types and interactions 
between types of homepage content, is also dependent on consumers’ enduring 
personality, in particular, their need for cognition (NFC) and need for affect (NFA) 
(Petty & Cacioppo, 1982; Maio & Esses, 2001; Sicilia et al., 2005; Appel & Richter, 
2010), which influences their processing of all homepage content. Thus, consumers’ 
responses to homepages are an intricate product of (a) the interaction between 
emotional and rational homepage content, (b) the interaction of consumers’ NFA and 
NFC, and (c) the interaction between homepage content (emotional and rational) and 
consumers’ enduring personality (NFA and NFC).
Third, the existing studies (Singh & Dalal, 1999; Singh et al., 2005; Lee & Thorson, 
2009; Lwin et al., 2014) on homepage content assume that consumers respond to 
homepage content in an ordered, sequential way, where only one type of information 
processing occurs at a time. All of these studies consider that whichever of the 
consumer responses is primary—cognitive or affective—operates as the central 
control unit and in turn influences other responses. This approach to consumer 
processing of homepage content limits the understanding of the effect of alternative 
types of homepage content and consumer responses to it. 
In contrast to the existing studies on homepage content, this thesis is based on neuro-
biological evidence and on studies in consumer psychology (Rumelhart & 
McClelland, 1986; Cohen et al., 1990; Grunert, 1996); it proposes that consumers’ 
process the emotional and rational content contained in homepages in parallel. 
Throughout this thesis, it is argued that parallel processing is a more appropriate 
processing mechanism as it allows a multi-layered system of stimulus appraisals in 
which different levels of simultaneous automatic emotional and rational responses 
are available (Zajonc, 1980; Rumelhart & McClelland, 1986; Epstein & Pacini, 
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1999). Put briefly, consumers’ emotional and rational responses to a homepage result 
from the parallel processing of the homepage’s embedded emotional and rational 
content.
This discussion suggests that there are several gaps to be addressed in studying 
homepage content and consumer responses to it. An alternative approach is required 
for examining the association between homepage content and consumer responses. 
This “new” approach should entail: (a) an interaction effect of emotional and rational 
homepage content on consumer emotion and perceived informativeness; (b) an 
interaction effect of consumer personality and homepage content on consumer 
emotion and perceived informativeness; and importantly (c), parallel processing to 
explain how consumers process homepage content. To understand these complex 
interactions, this thesis advances a novel conceptual model.
1.2 A new conceptual model
The primary objective of a conceptual model is to depict the theoretical relationships 
between variables. In this thesis, the independent (manipulated) variables were (i) 
homepage emotional content (high and low), (ii) homepage rational content (high 
and low), (iii) consumer NFC (high and low), and (iv) consumer NFA (high and 
low). The dependent variables were (a) consumer emotional response and (b) 
consumer perceived informativeness regarding the homepage to which they were 
exposed. Two assumptions, suggested by William et al. (2002) and Davis et al. 
(2007), were considered when developing hypothesised associations between the 
variables. These were that independent and dependent variables are associated, and 
that a change in the independent variable causes a change in the dependent variable. 
The main experiment employed a 2x2x2x2 post-test-only factorial design, and from 
the 16 possible relationships, 10 relationships, based on prior theory, were 
hypothesised. An additional 6 relationships exist given the full factorial design, but 
based on the literature there was no support for specific relationships, and thus these 
are not included as hypotheses. Three of these non-hypothesised relationships are 
embedded within the complex analysis and are, therefore, discussed as part of this. 
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The conceptual model depicted in Figure 1 shows 10 hypothesised relationships 
between the independent and dependent variables examined, supported by existing 
studies in the literature:
x four direct effects of an independent variable on a dependent variable; 
x four two-way effects of independent variables on dependent variables; and 
x two three-way effects of independent variables on dependent variables.
The conceptual model is designed to help address the following primary research 
questions:
1. How do the distinct dimensions of emotional and rational homepage content 
affect consumer emotion and perceived informativeness? 
2. How do consumers’ personality characteristics (NFC and NFA) and 
homepage content (rational and emotional) interact to influence consumer 
emotion and perceived informativeness?
These research questions were further broken down into the following sub-questions:
x Does consumer emotion vary for high and low levels of emotional 
homepage content?
x Does consumer perceived informativeness vary for high and low levels of 
rational homepage content?
x Does the effect of emotional content on consumer emotion vary at 
different levels of rational content?
x Does the effect of rational content on perceived informativeness vary at 
different levels of emotional content?
x Does consumer emotion vary for high and low levels of consumer NFA?
x Does consumer perceived informativeness vary for high and low levels of 
consumer NFC?
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x Does the effect of emotional content on consumer emotion vary for high 
and low levels of consumer NFA?
x Does the effect of rational content on perceived informativeness vary for 
high and low levels of consumer NFC? 
x Does the interaction effect of emotional and rational content on consumer 
emotion vary for high and low levels of consumer NFA (three-way 
interaction)?
x Does the interaction effect of emotional and rational content on consumer 
perceived informativeness vary for high and low levels of consumer 
NFC?
C
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1.3 Research method
To examine the hypothesised relationships advanced via the conceptual model, the 
candidate employed an experimental design that enabled statistical analyses to 
establish cause-effect relationships. The main experiment employed a 2x2x2x2 post-
test-only factorial design (discussed in detail in Section 4.11). To operationalise the 
factorial experimental design, fictitious financial homepages with high and low 
levels of emotional and rational content were developed. The homepages were 
crafted through a two-stage process: in Stage 1, sets of emotional and rational 
pictures and text were tested, and in Stage 2, the pictures and text were combined to 
develop four new homepages. Consumers’ NFA and NFC were measured before 
undertaking the main experiment in which the hypothesised relationships were 
tested, allowing people with different characteristics to be randomly allocated to 
different homepages. This process required data to be collected in four distinct 
stages. 
Stage one focused on the stimuli development. This was done using a web-based 
survey, whereby data were collected from 200 participants. They quantitatively rated 
the emotional and rational levels of two sets of pictures (sourced through a 
commercial agency) and three sets of text descriptions (created by the candidate) of 
financial service providers’ offerings that would potentially be included in the 
homepages to be tested.
Stage two focused on refining the potential stimuli. Four pictures and four textual 
descriptions were selected from stage one that best discriminated responses (i.e., high 
and low levels of emotion and informativeness). The pictures and text were then 
integrated to develop four homepages, which had varying levels of emotional and 
rational content (i.e., high emotional and high rational, low emotional and high 
rational, high emotional and low rational, low emotional and low rational). A web-
based survey was then used to pre-test the alternatives with 120 participants who 
quantitatively rated the emotional and rational levels of the four alternative 
homepages.
Stage three was used to categorise respondents on their level of NFC and NFA, 
allowing respondents to be randomly assigned to specific types of web pages in stage 
four. A web-based instrument was used to collect data from 1250 participants to 
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measure their NFA and NFC. Using a median split on each variable (i.e., NFA and 
NFC), respondents were assigned to four different categories: high NFA and high 
NFC, high NFA and low NFC, low NFA and high NFC, and low NFA and low NFC. 
Stage four involved the main experiment. A sample of participants from each of the
four personality categories identified in stage three were randomly assigned to one of 
the four homepages designed in stage two. This resulted in a full factorial design 
across the 2x2x2x2 independent variables, i.e., 16 cells. Between groups 
comparisons were undertaken across all 560 respondents (i.e., a minimum of 35 
responses for each of the 16 cells).
1.4 Contributions of this thesis
This thesis aims to contribute theoretically, practically, and methodologically to the 
research literature in the fields of consumer behaviour, web design and marketing 
communication. It questions and rejects the basic assumptions of much of the 
homepage research to date and provides alternative perspectives, all of which are 
fully justified, and associations are hypothesised and empirically tested in the main 
experiment. 
1.4.1 Original theoretical contributions
This thesis makes two major contributions to theory:
(i) Homepages emotional and rational content interact 
The multivariate effect of emotional and rational content on the dependent variables 
(i.e., consumer emotion and perceived informativeness) is found to be significant and 
offers original theoretical insights. These results suggest that an interaction exists
between the different kinds of content on a homepage and both types of consumer 
outcomes. The results importantly show that consumers draw information from their 
feelings resulting from the processing of (high or low) emotional content, which then 
leads them to engage in processing the rational content, and similarly consumer 
perceived informativeness resulting from the processing of rational content inhibits 
or accentuate the processing of emotional content vice versa (Zajonc, 1980). These 
findings are consistent with previous research on dual-processing theory (Forgas, 
2008) and cognitive-experiential theory (Epstein & Pacini, 1999).
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(ii) Consumer personality variables and homepage content interact
The findings of this thesis identify the multivariate effect of NFA on the dependent 
variables, with an effect size of 8% (i.e., partial eta = .08), which according to Cohen 
(1990) is moderate. The univariate results indicate a main effect for NFA on 
consumer emotion and consumer perceived informativeness. The finding of the main 
effect of NFA on consumer emotion and perceived informativeness is important. 
This effect indicates that NFA influences how consumers interpret both rational and 
emotional content within homepages, and as such should be included in all
homepage research assessing consumer responses to content. 
The multivariate effect of emotional content and NFA on the dependent variables 
was significant, with an effect size for this interaction of 9% (i.e., partial eta = .09), 
which Cohen (1988) suggests is moderate. The univariate analysis shows that NFA 
and emotional content interact in regard to consumer emotion. This result suggests 
that consumers with high levels of NFA who characteristically experience high levels 
of emotion are more positive to homepage content when shown high emotional 
content. 
The multivariate effect of NFC was significant, with an effect size of 4% (i.e., partial 
eta = .04), which according to Cohen (1988) is small. The finding that NFC has the 
smallest effect size corroborates the research findings of both Martin (1999) and 
Novak et al. (2009). This suggests that the low involvement communication context 
of a homepage impedes high NFC consumers’ motivation for information 
processing, even when the content is highly rational. 
The multivariate effect of consumers’ level of NFC, homepage rational content and 
emotional content on the two dependent variables was significant, with an effect size 
for this interaction of 1% (i.e., partial eta = .01), which Cohen (1988) suggests is 
very small. This result suggests that consumers with high and low levels of NFC can 
process both emotional and rational content simultaneously. 
The candidate did not advance a specific four-way interaction hypothesis, although a 
four-way interaction was identified, with the multivariate effect of emotional content, 
rational content, NFA and NFC on the dependent variables being found to be 
VLJQLILFDQW:LONV¶Ȝ ) SImportant theoretical contributions can 
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be drawn from the findings of the four-way interaction. Firstly, across consumers 
with all of the four alternative personalities (high NFA-high NFC, high NFA-low 
NFC, low NFA-high NFC and low NFA-low NFC), it was found that emotional and 
rational homepage content interact. This confirms the insufficiency of the standard 
continuum approach, which assumes that homepages are understood by exploring 
one type of content only, i.e., emotional or rational, supporting the major proposition 
of this thesis. 
1.4.2 Original practical implications
In addition to the contributions that this thesis makes to the theoretical development 
of this area, it also offers practical implications. There are three major contributions 
to practice that this thesis makes: 
(i) Creating an optimal level of stimulation
The results have implications for practitioners as they show the inadequacy of single 
homepage marketing strategies intended to appeal to an individual’s rational or 
emotional motives. The significant interaction found between emotional and rational 
homepage content implies that, contrary to mainstream thinking, it is possible to 
design a single homepage that uses varying levels of both emotional and rational 
content. The findings will help marketers of informational products, like financial 
planning services, to more accurately estimate and offer the particular types and 
levels of content to create an optimal level of stimulation for alternative segments of 
homepage viewers.
(ii) Personality and content matching
The interaction between homepage content and consumer personality suggests the 
need for practitioners to consider personality and content matching when developing 
homepages. The empirical evidence of the interaction of homepage content and 
consumer personality found in this thesis will enable homepage designers to frame 
communication messages with potential appeals to better target consumer segments, 
resulting in better message positioning. Of particular importance are implications 
regarding homepage message matching or mismatching with personality groups, 
which would have implications for segmenting markets and possibly developing 
targeted (or adaptive) homepages for various segments. 
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(iii) A copy-testing approach
The conceptual model advanced in this thesis can potentially provide a good copy-
testing approach for homepages. Before a homepage goes online, the model can be 
used to understand the effect of homepage content on consumer responses for 
different types of personalities. This will help to ensure that the communication 
objectives are achieved in regard to the segments being targeted.
1.4.3 Original methodological contribution
Methodologically, this thesis contributes an original and novel approach in 
developing emotional and rational content, especially by manipulating both pictures 
and text, while refuting the existing assumption that a picture is solely emotional and 
text is solely rational. This thesis found that both pictures and text could be 
manipulated to develop emotional and rational content at high and low levels.
1.5 Organisation of the thesis
Chapter 2 presents a comprehensive discussion of the existing literature on 
homepage studies and identifies the research gap.
Chapter 3 gives details and justification of the conceptual model and related 
hypotheses.
Chapter 4 describes the methodological approach to the thesis, and the methods used.
Chapter 5 describes the preliminary data analysis and the results of the tests.
Chapter 6 discusses the theoretical contributions in line with the study findings. The 
chapter also discusses the implications for management practice, the 
limitations of the research, and directions for future research.
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1.6 Definitions of key concepts
Concept Definition
Homepage 
emotional content
A homepage can be said to have a high level of emotional 
content when both embedded pictures and text in a homepage 
are perceived by consumers as highly inspiring, positive, 
heart-warming, and pleasant (Singh et al., 2005). Homepages 
would be assessed as having a low level of emotional content 
when embedded with a neutral (or no) picture and neutral text.
Homepage rational 
content
A homepage can be said to have a high level of rational 
content when it is embedded with pictures and text that are 
perceived by consumers as highly factual, objective, logical 
and verifiable, and to have a low level of rational content 
when it is embedded with neutral pictures and text.
Consumer need for 
cognition (NFC)
NFC is a personality variable reflecting the extent to which 
individuals are inclined towards effortful cognitive activities 
(Petty & Cacioppo, 1984; see section 2.4.2). Consumers with 
high levels of NFC enjoy thinking and problem-solving 
activities and are intrinsically motivated to expend cognitive 
effort (Petty & Cacioppo, 1984). On the other hand, 
consumers with low levels of NFC are intrinsically less 
motivated to think, prefer to spend less effort on solving 
problems, and adopt a simple approach when evaluating and 
making judgments (Tuten & Bosnjak, 2001).
Consumer need for 
affect (NFA)
NFA is a personality variable defined as the general 
motivation of people to approach or avoid situations and 
activities that are emotion inducing for themselves and others 
(Maio & Esses, 2001). Consumers with high levels of NFA 
regularly seek the experience of strong emotions, are keen to 
explore their own emotions, and believe that feeling strong 
emotions is generally beneficial. In contrast, consumers with 
low NFA levels prefer to experience less emotion, as they find 
emotions overwhelming and as far as possible they will avoid 
emotional situations.
Consumer emotion In the homepage context, consumer emotion refers to the 
degree to which consumers feel good, happy and excited in 
response to homepage content (Singh et al., 2005).
Consumer 
perceived 
informativeness
The extent to which a consumer believes that homepage 
content is relevant, meaningful, useful and complete (Ducoffe, 
1996).
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Chapter 2: Literature review
2.1 Introduction
Chapter one provided the background for the research problem that was identified, 
and presented the justification for the thesis, including its theoretical and practical 
contributions. An overview of the research method was presented, as were 
definitions of the terms that are used most frequently throughout this thesis. The aim 
of this thesis is to provide an alternative approach to studying website homepage 
content and consumer responses to this content. Given that homepage content and 
consumer responses to it have been researched within a variety of disciplines, this 
literature review and the major theoretical underpinnings of this thesis have been 
drawn from multiple fields (i.e., integrated marketing communication, online 
consumer behaviour, psychology, and information systems). This multi-disciplinary 
approach is necessary to provide a foundation for understanding the complexity of 
the issues examined within this thesis. 
This chapter has five objectives: 
1. to demonstrate the importance of homepage content, including to show that 
the role of embedded content on a homepage differs from the role of content 
on other webpages. 
2. to investigate the current state of homepage content research, synthesise the 
findings, identify research gaps and future research directions, and suggest 
the most suitable homepage content to be examined in this thesis as 
independent variables.
3. to investigate the current literature on consumer characteristics and homepage 
content, with a view to proposing the most suitable consumer personality 
types to be included in the thesis as the independent variables.
4. to identify whether consumer processing of homepage content differs from 
that of website content, and if so, to propose an alternative processing 
approach.
5. to identify appropriate dependent variables within the literature that can be 
used within this thesis.
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This chapter provides the theoretical background to the thesis and is structured as 
follows. Section 2.2 explores the importance of homepage content. Section 2.3 
reviews the literature on homepage content studies and theories. This section also 
discusses studies relevant to the examination of emotional and rational content of 
homepages, arguing for separate dimensions of emotional and rational content. 
Section 2.4 examines the interaction of individual differences in regard to the 
association between homepage content and consumer responses, and proposes that 
the optimal choice for assessing consumers’ personality is the consumer need for 
cognition (NFC) and the consumer need for affect (NFA). Section 2.5 introduces an 
alternative processing approach of homepage content (parallel rather than 
hierarchical processing). Section 2.6 introduces the two dependent variables of 
consumer emotion and consumer perceived informativeness, and Section 2.7 
provides the conclusion to the chapter. 
2.2 The importance of homepage content
Websites now play an increasingly important role in the relationship between 
organisations and consumers (Van der Heijden, 2003; Ha & Stoel, 2009; Demangeot 
& Broderick, 2010; Lwin et al., 2014; Yoo & Kim, 2014). Retailers are relying more 
and more on their websites to attract customers, present their goods, provide services, 
and complete transactions (Ranganathan & Ganapathy, 2002; Etheir et al., 2008; 
Park et al., 2008). Shoppers are relying increasingly on websites to form impressions, 
to make decisions about their future relationships with retailers, to make purchases 
and to obtain services (Geissler, 2001; Yoo & Kim, 2014). For these reasons, 
understanding consumer responses to a website has become important for planning, 
implementing and evaluating online IMC programs (Rowley, 2001; Gurau, 2008; 
Kliatchko, 2008; Simmons et al., 2010), designing future online products 
(Parasuraman & Zinkhan, 2002), and building profitable relationships with 
consumers (Geissler, 2001).
Realising the important roles of websites in the implementation of online integrated 
marketing communication (IMC), academic researchers from different fields have 
investigated the association between website content and consumer responses to this 
content. Important research undertaken in this domain includes (1) investigating how 
messages sent via a website from a company to its target audience(s) can 
communicate the core corporate values of an organisation (Breitenbach & Van 
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Doren, 1998; Eighmey & McCord, 1998; Agarwal & Venkatesh, 2003; Baloglu & 
Pekcan, 2006) (2) understanding how to adapt different website content for online 
communication campaigns (Okazaki & Rivas, 2002; Govers & Go, 2005; Jensen, 
2008); and (3) appreciating how content should be customised to the specific 
characteristics of the targeted audience (Rowley, 2001; Ford et al., 2001; Kim, D. Y. 
et al., 2007;Ranaweera et al., 2005;  Moss et al., 2006; Kliatchko, 2008).
However, out of the many hundreds of papers on website content since 1995 located 
by the candidate, only 49 acknowledge homepage content as being a separate unit of 
analysis (Geissler et al., 2001, 2006; Hsiao & Chou, 2006; Kim & Fesenmaier, 
2008). The majority of studies treat the homepage as just another webpage integral to 
the overall website. These studies have not taken into account the navigation 
sequences used by consumers—especially when they enter a website from a 
browser—in which homepage content must stand out if a consumer is to proceed to 
the other pages of a website (Singh et al., 2005; Kim & Fesenmaier, 2008). 
Just as a thesis needs to have an informative and appealing introduction, the 
homepage as a whole can be considered as the website’s highest-level macro-theme 
(Singh & Dalal, 1999; Dalal et al., 2000; Nielsen & Tahir, 2001; Kim et al., 2003; 
Singh et al., 2005; Singh et al., 2005; Kim & Fesenmaier, 2008; Yoo & Kim, 2014; 
Lwin et al., 2014). Nielsen & Tahir (2001) researched the behaviour of web users on 
their first visit to a website. They found that consumers who first encountered a 
website on a page other than the website’s homepage always visited the homepage 
next to orient themselves within the site (Singh & Dalal, 1999; Nielsen & Tahir, 
2001; Geissler et al., 2006). This important role of the homepage within the website 
is analogous to a conventional storefront; a homepage is an electronic storefront that 
influences visitors’ impressions and differentiates the site in the marketplace (Singh 
et al., 2005; Geissler et al., 2006; Kim & Fesenmaier, 2008). As Winter et al. (2003 
p. 331) described it: 
Internet users are metaphorically walking down an ever-changing electronic Main 
Street (the web) and looking into the windows (homepages) of various firms 
(websites) along the way.
In other words, going from website to website by way of a browser is electronic 
window shopping, and as with conventional window shopping, online buyers will 
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only enter and purchase if something in the “homepage-window” catches their 
attention. 
Hsiao & Chou (2006) claim that the appearance of a homepage and the arrangement 
of its content actually tells consumers about the information offered by the other 
pages of the website, such as what other content is available and how it is organised 
within the website. This is known as the atmospheric approach to homepages. In 
Hsiao & Chou’s (2006) view, the homepage even reflects the values and attitudes 
endorsed by the website. 
Unlike bricks-and-mortar storefronts with discrete locations, homepages have only 
their embedded content to inform visitors about the goods and services being offered. 
The lack of additional tangible cues, such as the characteristics of the 
neighbourhood, the design of nearby stores, and face-to-face interpersonal 
interactions, means that homepages need to be more carefully designed than physical 
storefronts (Dholakia & Rego, 1998; Winter et al., 2003; 2006) to help consumers 
find what they want.
The major characteristic that distinguishes the homepage from any other page in a 
website is its role. The role of the homepage is to generate a positive first impression 
(Russell, 2005; Lindgaard et al., 2006; Kim & Fesenmaier, 2008); in Winter’s words, 
to act as a shop window. In contrast, other webpages are usually more task-oriented; 
that is, they help consumers to perform particular utilitarian tasks (Fiore et al., 2005; 
Lee & Lee, 2009), for example, to access information about a company or its 
products, find a phone number, or complete a purchase transaction. In other words, 
the embedded content on the homepage, as distinct from other pages of a website, 
has a particular role, and thus requires its own unique method of consumer 
processing. While this important difference has been acknowledged, only a few 
researchers have considered the specific role of homepage content on consumer 
responses. These works are reviewed in Section 2.3.
2.3 Extant studies on homepage content: three streams
The objective of this interdisciplinary literature review is to present a systematic 
summary of relevant research. This section investigates the current state of 
homepage content research, synthesises the findings of these works, identifies 
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research gaps, and proposes the independent and dependent variables to be examined 
in this thesis. Research into homepage content and into consumers’ responses to that 
content is less than 30 years old. Papers on the topic are scattered across the 
academic fields of information systems, marketing, consumer behaviour, social 
psychology, cognitive psychology, human-computer interaction, and other 
disciplines, making it impossible to confine this work to one specific discipline. 
Consequently, an interdisciplinary approach, as recommended by Jacobs & Frickel 
(2009), was used to review the literature on homepage content. 
An extensive literature search was conducted to identify homepage-related articles 
from journals that were anticipated to include research into homepages. The 
academic databases searched by the candidate included Ebsco Host, Emerald, 
ProQuest, Science Direct, and Business Premier. The keywords used for locating 
relevant literature were “homepage”, “web homepages”, “webpage content”, and 
“homepage stimuli”, which were included as search terms within article titles and 
article text. This literature search resulted in the location of 49 articles published 
across 22 different journals. 
To ensure a comprehensive review of studies relevant to this thesis, and to exclude 
irrelevant studies, the journal articles had to meet certain criteria for inclusion 
(Torgerson, 2003; Jacobs & Frickel, 2009; ). The main inclusion criteria were as 
follows: 
1) only research related to business-to-consumer (B2C) homepages was 
included, reflecting the scope of this thesis. The search did not consider 
research related to not-for-profit homepages or personal homepages. 
2) the research had to focus on homepage content and consumers’ responses to 
that content. Several articles had titles suggesting that the research related to 
website or webpage content, but on further examination it was found that the 
articles exclusively dealt with homepage content, and as such these articles 
were included in the review. 
Using these criteria, the candidate examined 28 of the original 49 selected articles, 
employing a diversity of research approaches and methods, and grouping them into 
three streams: 
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x Stream one: individual stimulus analysis
x Stream two: studies pertaining to consumers’ overall perception of the 
homepage 
x Stream three: categorisation of homepage content (for example, emotional or 
rational categorisation). 
The majority of previous studies have not made explicit connections between the 
three streams (exceptions are Singh et al., 2005 and Kim & Fesenmaier, 2008). The 
three streams are summarised in Tables 2.1-2.3; they have been constructed to 
identify homepage content and consumer responses studied within each article.
2.3.1 Stream one: individual stimulus analysis
This stream of research employs a traditional content assessment approach, similar to 
that undertaken by early studies examining the influence of advertising on 
consumers’ evaluations. The selected studies exhibited three common features. The 
first was the exploration of the effects of varying independent homepage elements on 
consumer responses. In these studies, the basis for determining the success or failure 
of any item of content—picture, screen colour, amount of text, presence of 
animation, and so on—was its ability to communicate information or ideas that 
effectively persuaded consumers. The second important feature common to the 
individual stimulus studies was that researchers posed questions on currently existing 
published guidelines for homepage development, for example Nielson & Tahir’s 
Homepage Design Grade Card Report (published in various editions from 1995), 
assessing whether the homepage content adhered to the proposed guidelines. The 
third feature common to the studies was to implement measures of objective 
consumer responses. These included objective measures, such as the number of hits 
(keystrokes), and subjective responses such as consumers’ attitudes and attention as a 
result of their exposure to homepage content, and perceived complexity of the 
homepage. 
The studies on individual stimuli presented in Table 2.1 demonstrate an emergent 
“programmatic research”, a term used by Jacoby (1978) to describe the systematic 
approach essential to research that he found lacking in contemporary studies:
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…too large a proportion of the consumer research literature is not worth the paper 
it is written on (Jacoby, 1978, p 87).
Table 2.1 lists several studies that provide incremental knowledge regarding 
homepage content items; for example, the greater the number of pictures on the 
homepage and the more colours used, the greater the hit rate (Dholakia & Rego, 
1998) or the simpler a homepage background, the more effective the homepage 
(Stevenson et al., 2000).
2.3.1.1 Criticism one: piecemeal approach
The first criticism is that prior homepage-related research has been undertaken in a 
piecemeal fashion. Singh et al. (2005) and Hsiao & Chou (2006) argue that 
homepage research lacks a holistic approach. Instead, there has been a focus on 
specific isolated homepage features. For example, consumers may dislike specific 
graphic icons on a homepage, but they may like the overall arrangement or feel of 
the page and evaluate it positively. This may be the reason that Dholakia & Rego 
(1998), for example, failed to find an association between a consumer’s liking or 
disliking of embedded links on a homepage and whether or not a consumer revisited 
the site that contained these links. It appears that measuring users’ responses to 
various parts of a web interface and summing them together does not reveal the 
whole picture of the success of a homepage’s communication objectives (Singh et 
al., 2005; Demangeot & Broderick, 2010).
C
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 Table 2.1 R
esearch stream
: individual stim
ulus analysis studies 
A
uthor(s)
M
ethod
N
ature of the Study
M
ain C
onclusion(s)
D
holakia &
 R
ego 
(1998)
C
ontent analysis
Explored w
hich content (num
ber of links to other hom
epages, 
num
ber of pictures and colours, and presence of sound) led to 
increased custom
er hit rates.
The greater the num
ber of pictures on the hom
epage and the 
m
ore colours used, the greater the hit rate.
B
ucy et al. (1999)
C
ontent analysis
Explored the association betw
een com
m
ercial) / non-
com
m
ercial features (e.g., presence/absence of banner, colour, 
anim
ation, blinking text/im
ages, screens/fram
es, photos, etc.) 
and num
ber of visits to hom
epage.
C
orrelation betw
een asynchronous interactive elem
ents and 
visits (e.g., text links, survey form
s) for dotcom
 pages. 
B
linking text/anim
ation led to m
ore visits for non-com
m
ercial 
pages.
Pirchegger &
 
W
agenhofer (1999)
Exploratory
C
om
pared A
ustrian and G
erm
an financial hom
epages using 
global hom
epage guidelines. C
om
pared inform
ation (e.g., 
availability of an annual report); tim
eliness (frequency
of 
hom
epage updates); and technology (dow
nload tim
e).
A
ustrian and G
erm
an hom
epages had sim
ilar scores in term
s 
of content and technology, but A
ustria scored low
er for 
tim
eliness.
B
runer &
 K
um
ar 
(2000)
C
ontent analysis
M
anipulated com
plexity of hom
epage, varying num
ber and 
dynam
ics of anim
ated graphics, background colour, etc.
Increasing com
plexity contributes to the page being perceived 
as m
ore interesting, positively influences attitudes tow
ard the 
w
ebsite. Too m
uch com
plexity has a negative effect on 
attitudes.
Stevenson et al. 
(2000)
Experim
ental
Exam
ined w
hat hom
epage background (sim
ple or com
plex) is 
m
ost appropriate for em
bedded advertising effectiveness. 
Sim
ple = few
er links, colours, anim
ation; C
om
plex = m
ore of 
these features
Sim
pler hom
epage backgrounds w
ere m
ore effective than 
com
plex. C
om
plex backgrounds seem
ed to reduce attention to 
em
bedded advertisem
ents (contradicts hom
epage designers 
w
ho w
ant m
ore com
plex backgrounds)
G
eissler et al. 
(2001)
Focus groups, 
interview
s, and 
experim
ents
(1)Exam
ined w
hich design elem
ents contributed to perceived 
hom
epage com
plexity, and (2) how
 hom
epage com
plexity 
influenced attention. D
esign elem
ents included: am
ount of text, 
num
ber of graphics, num
ber of hyperlinks, length of hom
epage, 
and use of anim
ation.
H
om
epage com
plexity w
as influenced by num
ber of graphics 
(apart from
 com
pany logo), num
ber of links, and use of 
anim
ation. A
ttention levels w
ere higher for hom
epages 
perceived to be in a range of m
oderate com
plexity, rather than 
at the low
er or higher ends of com
plexity.
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 Table 2.1 R
esearch stream
: individual stim
ulus analysis studies 
A
uthor(s)
M
ethod
N
ature of the Study
M
ain C
onclusion(s)
Ivory (2001)
C
ontent analysis
D
eveloped a tool to com
pute ‘sim
ple’ hom
epage attributes 
(page size, colours, fonts, links, w
ords, and am
ount of text). 
U
sed scores from
 W
ebby A
w
ards (w
ebsites evaluated by the 
International A
cadem
y of D
igital A
rts and Sciences) and 
statistical analyses, to classify pages as ‘good’ or ‘not good’.’
“G
ood” pages had slightly m
ore text content, sm
aller page 
sizes, few
er graphics, and em
ployed m
ore font variations than 
“bad” pages.
W
inter, Saunders, 
&
 H
art (2003)
Exploratory
Investigated w
hether hom
epage graphics, layout, links, fonts, 
advanced technology, m
arketing tactics, and colour create 
im
pressions of the com
pany.
C
ontent contributed to three im
pressions of com
pany: 
legitim
ate (e.g., com
petent, profitable, financially stable); 
innovative (e.g., providing unique hom
epage); and/or caring 
(an im
pression of com
passion).
Lindgaard et al. 
(2006)
Experim
ental
Investigated how
 quickly consum
ers form
 opinions about 
hom
epage visual appeal, w
ith (i) 50 m
illiseconds (m
s) exposure 
and (ii) 500 m
s. O
pinions = interesting/boring, good/bad 
design, good/bad colour, good/bad layout, and 
im
aginative/unim
aginative.
W
hether given 50 m
illiseconds or 500 m
illiseconds, 
consum
ers’ first im
pressions do not differ significantly. Thus, 
visual appeal can be assessed w
ithin 50m
s. W
eb designers 
have about 50 m
s to m
ake a good first im
pression on 
consum
ers.
V
iehland &
 Zhao 
(2008)
Exploratory
A
ssessed com
pliance of N
ew
 Zealand's top 50 corporate 
hom
epages w
ith internationally recognised standards using 
N
ielsen and Tahir’s (2001) global hom
epage design grade card 
report.
N
ew
 Zealand’s top corporate hom
epages m
eet international 
hom
epage design standards for logo placem
ent, text, font, and 
colour, but not for layout, links, provision of site m
aps, and 
privacy policies.
A
charya, K
agan, 
Lingam
, &
 G
ray 
(2008)
Exploratory
Investigated how
 sm
all financial organisations realise their 
hom
epages using N
ielsen and Tahir’s (2002) hom
epage 
perform
ance index; 32 hom
epages w
ere tested according to the 
index.
Sm
all financial organisations’ hom
epages com
ply in respect to 
usability (e.g., em
bedded links, dow
nloading tim
e) but lack 
attractiveness (e.g., appealing picture or colour). Sm
all 
organisations can reduce the perform
ance gap of 
attractiveness, as it is relatively less costly to im
prove this.
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 Table 2.1 R
esearch stream
: individual stim
ulus analysis studies 
A
uthor(s)
M
ethod
N
ature of the Study
M
ain C
onclusion(s)
G
rodach (2009)
Exploratory
Studied how
 the hom
epages of local cities and visitors’ bureaus 
com
m
unicate brand identity. The research com
pared these tw
o 
hom
epage types according to num
ber and variety of pictures of 
landm
arks, events, shopping activities and other facilities.
Local city hom
epages com
m
unicate w
ith m
ore variety in 
pictures than visitors’ bureaus hom
epages—
city hom
epages 
seem
 to m
arket to a w
ider audience and so use a w
ider variety 
of m
arketing im
ages.
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Physical features are considered meaningful to homepage designers who see them as 
“actionable” (Shocker & Srinivasan, 1974). They can be objectively measured, 
which explains why they are so frequently assessed. On the other hand, as Singh et 
al. (2005) argued, consumers care about the overall benefits of a homepage more 
than they care about its specific features. Moreover, according to economic theory, 
consumers select goods and services for their utility or benefit (Ratchford, 1975), 
suggesting that consumers use homepages not for their physical content but for the 
benefits derived from using their content.
2.3.1.2 Criticism two: lack of theory
The second criticism is that the prior homepage research is not generally guided by 
theory (Singh, Dalal, & Spears, 2005; Singh, Dalal, Mishra, et al., 2005; Kim & 
Fesenmaier, 2008). Instead, it mainly uses published homepage design guidelines as 
an ad hoc method for researching the influence of homepage content on consumer
response (Singh, Dalal & Spears, 2005). This gives rise to the following issues:
x Publicised guidelines often rely on an individual’s opinion and personal 
observation or experience, and have not been developed through empirical 
research (Singh, Dalal, & Spears, 2005).
x These guidelines generally ignore core theories of marketing communication, 
psychology and consumer behaviour, limiting the research in terms of 
employing theoretically derived hypotheses (Jacoby, 1978) for specifying 
variables and associations in advance. 
x There is little consensus within the research. As noted by Webster and 
Starbuck (1988), absence of consensus about theory fosters “divergent 
findings and incomparable studies that claim to be comparable” (p. 95).
x Past research frequently fails to suggest which variables or aspects of the 
homepage content are of importance and in need of research. 
x As argued by Singh et al. (2005) and Kim & Fesenmaier (2008), theory plays 
a stabilising role in homepage research by organising the collection of data 
and interpretations of the homepage content. The systematic development of 
theory would enable researchers both to understand (Singh et al., 2005), and 
to explain and predict (Kim & Fesenmaier, 2008) consumers’ responses to 
homepage content.
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2.3.1.3 Criticism three: only the main effect studied
The third criticism, stemming from the problem of grounding research on ad hoc
guidelines in place of more comprehensive theory, is that most of the previous 
studies only investigated the main effect of the content on consumer responses to that 
content (Aguinis et al., 2005). Researchers only provided findings on the linear 
association between one item of content and the subsequent consumer response to it, 
omitting relationships that are more complex. For example, some studies measured 
the amount of text and popularity of the homepage, but ignored the interaction 
between the text and other embedded content, such as colours or pictures. Ignoring 
the interaction between different types of content increases the likelihood of failing 
to identify the underlying causes of behaviour, which results in limited 
interpretations or results. Further, the omission of more complex relationships 
narrows the scope of the possible synthesis of the findings of any one study with the 
findings of other studies. 
2.3.2 Stream two: holistic approach to studying homepages
Researchers adopting the second stream of research propose to overcome the 
problems of studying independent content of homepages by examining the homepage 
as a whole unit. They argue that an emphasis on a holistic understanding of the 
homepage reduces the complexity of homepage content research, as there is only one 
stimulus to research—namely, a consumer’s overall perception of a homepage. Only 
three studies were found that took this perspective (Table 2.2).
These studies have contributed to homepage content research in that they employ 
aspects of consumer behaviour, psychology and marketing communication theories 
to understand consumers’ overall perception of homepages. They also exhibit more 
rigorous methods for collecting and analysing consumers’ subjective responses, 
which are absent in the first stream of studies.
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Table 2.2 The holistic approach to studying homepages
Author(s) Method Nature of the Study Main Conclusion(s)
Singh et al.
(2005)
Survey Used Kaplan & Kaplan’s (1982) 
Preference Framework to study 
people’s perception of homepages and 
how this affects their attitudes and 
behavioural intentions toward 
homepages.
Higher-order constructs—
understanding information and 
involvement—can explain 
attitudes/ intentions toward 
homepage.
Hsiao & 
Chou 
(2006)
Survey Used a combination of Gestalt-
grouping principles and fuzzy set 
theory from mathematics to measure 
the Gestalt-like perceptual degrees of 
homepage design to help evaluate the 
“wholeness” of the page.
Gestalt-like perception plays an 
important role in evaluating the 
quality of homepage design and 
is relevant to cognitive usability 
of the homepage.
Pandir &
Knight 
(2006)
Survey Investigated the relationship between 
overall visual complexity of homepage 
and consumer pleasure and 
“interestingness” (ability to generate 
interest)
Overall complexity is not a 
predictor of pleasure, but it is of 
interestingness.
The three studies identified in this stream are grounded in theory. Singh et al. (2005) 
use Kaplan & Kaplan’s (1982) informational model of place perception from the 
field of environmental psychology (their model shows how people need to make 
sense of and extract useful information from environmental features, and the need for 
involvement in the environment in question). Hsiao & Chou (2006) use a 
combination of Gestalt grouping principles from psychology and fuzzy set theory 
from mathematics (wholeness theory posits the capability of our senses to recognise 
objects as a whole, not as a collection of simple lines; fuzzy set theory deals with the 
logic of uncertainty). Finally, Pandir & Knight (2006) use Berlyne’s (1974) theory of 
complexity from psychology (Berlyne found that complexity stimulated curiosity and 
attention). 
In general, these studies make three assumptions: 
1. The homepage acts as a surrogate for the website environment. 
2. Consumers need to understand the overall arrangement of homepage 
content.
3. Only the rational content of the homepage is important.
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Each of these assumptions is critically discussed as follows, as each limits the 
application of this approach.
2.3.2.1 Assumption one: A homepage is a surrogate for the website
Singh et al. (2005) and Hsiao & Chou (2006) argue that consumers can perceive the 
whole website environment from the static content presented in the homepage. They 
explain this using Kaplan & Kaplan’s (1982) informational model of place, which 
proposes that a photograph of a landscape acts as a surrogate for the actual 
landscape. A photograph is a two-dimensional image that creates the illusion of three 
dimensions. Kaplan & Kaplan (1982) argue that viewers see it both as a photograph 
(they are not deluded into thinking that it is a real landscape) and as a real place 
populated by tangible objects. Singh et al. (2005) and Hsiao & Chou (2006) liken the 
homepage to a photograph, and argue that consumers perceive a homepage as a 
three-dimensional space, complete even when part of the information is missing—
consumers use their sense-making ability to connect the missing dots (known as 
Gestalt closure). 
Multiple webpages can create the possibilities of exploring and making sense of the 
rest of the website when they are closely interrelated and work together 
synergistically to affect consumers’ responses. The Ray-Ban Sunglasses website 
(www.rayban.com) for example, provides a mirror and interactive camera, allowing 
consumers to see how the sunglasses suit them, helping them to make decisions. This 
is followed by another page to complete transactions. In other words, the perception 
of a webpage as an environment analogous to a real landscape might be applicable to 
a website, as the content of different pages has an accumulated effect on consumer 
responses. In this way, an overall website has more dynamic content. In the surrogate 
view of the web, a well-constructed website can create the illusion of actual place. 
One criticism of Kaplan & Kaplan’s (1982) model of space is that different types of 
environments provide different functions, and convey different meanings to different 
people. As Danford and Willems (1975, p., 486) point out:
Researchers select scenes that contain those properties of the environment that 
they believe will be salient in eliciting a response from participants. Controlling 
events in this way again reduces the similarities between real life and the 
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experiment because people experience many things and not necessarily those 
presumed [by the researcher] to be salient.
The same can be true of a website. It provides different types of functions and 
conveys different meanings to users. 
But even if it were the case that a photograph of an environment could be seen in the 
same way as the environment itself, the analogy would still not hold. A homepage 
does not share the characteristics of the underlying website, and cannot, therefore, be 
a surrogate or representation of it. As discussed in Section 2.2, the objective of the 
homepage content is quite different from that of all other pages of the website, and 
the exploratory and sense-making potential of the content embedded in a homepage 
is nothing like that of multiple webpages.
Finally, and most importantly, a homepage is the gateway through which the online
environment is entered. It is not the environment itself.
2.3.2.2 Assumption two: A homepage is a single entity
The research studies presented in Table 2.2 assume that consumers attend to the 
entire homepage as a single entity. This assumption leads researchers to investigate 
consumers’ overall understanding of a homepage, in particular whether the 
homepage as a whole is perceived as easy to understand (Singh et al., 2005; Hsiao & 
Chou, 2006; Pandir & Knight, 2006) or whether consumers have a preference for a 
homepage in terms of its overall complexity (Pandir & Knight, 2006). 
These researchers suggest that consumers perceive images, text and other homepage 
content as one coherent unit. They argue that researching the overall perception and 
understanding of the homepage is less complex than researching individual content 
items. This assumption has two possible limitations.
First, reducing the complexity of research through studying consumers’ overall 
understanding of a homepage results in an oversimplification. Homepage research 
needs complexity because the components of homepage content offer both emotional 
and rational content—one picture can express different meanings, for example. The 
view of this stream is that homepage content is perceived with no boundaries, being a 
continuous whole. On the contrary, however, it is bounded and shaped by 
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characteristics of the content; for example, an item of content may express a 
particular emotion and present certain facts (Kim & Fesenmaier, 2008), and 
consumers’ individual differences can conceptualise the content accordingly (Lee & 
Thorson, 2009).
Second, consumers use a separate mechanism to process the content of a homepage. 
Consumers’ responses depend on the interaction of their cognitive-affective 
processing and the homepage content. Consumers prefer homepage content to be 
orderly (Geissler et al., 2006), but their motivation for using content is to find and 
attend to particular information with specific characteristics. This means that even 
the smallest difference in a consumer’s expectations can greatly influence the 
usefulness of the content. This is contrary to the second stream of studies, which 
propose that consumers process a homepage in its entirety, including unique and 
unexpected content that is seemingly irrelevant.
2.3.2.3 Assumption 3: Only the rational content of the homepage is important
This assumption leads researchers to study a cognitive landscape that requires much 
cognitive processing. The homepage is seen as a cognitive landscape, providing only 
rational information. The kind of questions raised—such as “What is the overall 
arrangement of information?” or “Is this homepage easy to comprehend?”—can only 
explain the appeal of the homepage in terms of its rational content. 
Researchers taking this perspective appear to ignore the effect of individual 
differences in the association between homepage content and consumer response. 
The objective of a homepage is to communicate information about a company and its 
goods and/or services to particular consumers (Kim et al., 2003; Singh et al., 2005; 
Kim & Fesenmaier, 2008). Hence, the use of both emotional and rational content 
should be of particular concern to consumer researchers. As such, merely identifying 
or finding one type of appeal (e.g., rational) limits our understanding of consumer 
responses to homepages. Consumers may access a homepage and process different 
types of information in parallel (McClelland et al., 2004) in general, their personality 
traits influence their selection of different levels of information from the homepage. 
Homepages should provide multiple types of categorical information designed to 
fulfil the needs of multiple segments of consumers (Kim & Fesenmaier, 2008; Lee & 
Thorson, 2009).
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2.3.2.4 Conclusion to streams one and two
Overall, in these studies, understanding the special role of the homepage is 
incomplete. Although consumers’ overall perception assists them in understanding a 
homepage, these two streams of research neglect to consider consumer perception of 
specific homepage content categories. Consumers do not come to a homepage to 
have an overall impression or to investigate the content in a continuous pattern; 
rather, they group homepage content according to their own objectives, based on a 
perceived benefit of each category of content. For example, consumers might expect 
homepage content to excite them and/or interest them. At the same time, the content 
could be increasing their knowledge.
Consumers can use different information strategies to classify homepage content into 
a perceived category. This is dealt with in detail in the following section, 2.3.3.
2.3.3 Stream three: dichotomous categorisation of content
Instead of examining the overall perception of a homepage or its individual content, 
studies in the third stream have categorised homepage content into dichotomised 
groups, such as high or low complexity (Geissler et al., 2006; Tuck et al., 2009) and 
emotional or rational content (Singh & Dalal, 1999; Kim et al., 2003; Dalal et al., 
2000; Singh et al., 2005; Lee & Thorson, 2009; Huang & Yang, 2011; Lwin et al., 
2014). 
This approach has advantages over the first two streams, and the studies have 
contributed to homepage research methods and to understanding homepage content 
in various ways. First, categorising homepage content reduces the piecemeal 
approach of the first stream, and at the same time reduces the oversimplification of 
the Gestalt approach of the second stream. Second, this approach avoids the 
weakness of the first stream by incorporating theory and employing methods that are 
more rigorous. For these reasons, this thesis adopts the dichotomous categorisation 
approach as a more useful framework within which to conduct homepage content 
research.
However, despite the strengths of the categorisation approach, the studies listed in 
Table 2.3 are constrained by three weaknesses: lack of definitions and/or 
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explanations, irrelevance of categories selected, and problems with matching 
categories to the homepage (the continuum approach). 
2.3.3.1 Limitations of the third stream
Lack of definition or justification of categorisation 
Although the studies in the third stream in effect reduce both the over-complexity of 
the first stream and the oversimplification of the second, no study from the third 
stream explicitly addresses the limitations of the previous two streams. 
Consequently, these studies do not explain or justify why the categorisation of 
homepage content can help in understanding consumer responses to that content. 
They do not define categorisation, or give an indication of how it is used with respect 
to consumer perceptions. Most detrimental to the arguments in these studies, 
however, is that researchers do not clearly explain the basis of their selection of 
category, clarifying why a chosen category is better than other categories, nor 
justifying its use in the context of homepage research. 
The lack of definition and justification of the categorisation approach is that the 
researchers have not provided a clear rationale as to their selection of categories. 
Many of the researchers categorise content in a manner that is either not sufficient 
for understanding consumer responses, or not aligned with the objectives of 
homepage content. For example, some studies (e.g., Geissler et al., 2006; Tuch et al., 
2009) use complexity as a major categorisation of homepage content, and objectively 
classify the content as being either high or low in complexity by assessing the 
physical features of the homepage—number of elements, dissimilarity of elements, 
or the degree to which consumers respond to several elements as a unit. These 
researchers assume that the physical features of the homepage are functional and 
benefit the consumer. However, researchers in advertising and other marketing 
communication fields (Albers-Miller & Stafford, 1999; William & Drolet, 2005) 
note that using the complexity categorisation has limited explanatory power for 
interpreting the effect of content on consumers’ preferences or perceived 
informativeness. 
Even when researchers select more appropriate emotional or rational categories of 
content (discussed in detail later in this section), they tend to focus only on surface 
features, for example visual elements are categorised as emotional, textual content as 
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rational, and entertainment product-related homepages as emotional. The underlying 
psychological interpretation of content characteristics is often crucial for 
understanding a consumer’s response to content (for example, the possibility of the 
category generating emotion in the consumer), yet it is not considered. Other 
examples of limited categorisation include navigationability, usability, credibility, 
and reciprocity.
One problem shared by all of the research in this stream is defining the complexity of 
the category being examined. Categorisation focuses solely on functional aspects of 
homepages. Another problem, applicable especially to Kim and Fesenmeier’s (2008) 
and Zhang et al.’s (2000) usability, reciprocity and credibility categories, is that some 
features are not mutually exclusive. For research purposes an effective category 
needs to have a defined boundary (Malt, 1993) otherwise it is not possible to draw 
any conclusions about the effect of that particular category.
As explained in Section 2.2, the main role of the homepage is to generate automatic, 
subjective responses, namely consumer perceived informativeness and consumer 
emotion. To achieve these objectives, a homepage needs to provide the basis for 
quickly attracting consumers’ attention and interest. Reducing complexity is neither 
an important objective of the homepage, nor is it strictly necessary since consumers’ 
categorisation mechanisms can do this if consumers are exposed to a well-
constructed homepage where they can see and select what they want within seconds. 
Most of the categories employed within the third stream of studies might be useful 
for studying consumer responses to other webpages within a website, but not 
homepages. As consumers transition from the homepage to other webpages of a 
website that have higher task-specific involvement, spend more time on them and 
pay greater attention to their content using multiple task processing, many different 
categories come into play. In contrast, in the context of the homepage, consumers 
have low levels of task involvement and little time. Thus, consumers are unlikely to 
need for many of the categories examined.
2.3.3.2 Emotional and rational categorisation
Five studies (Singh et al., 2005; Kim et al., 2003; Singh & Dalal, 1999; Lwin et al., 
2014; Lee & Thorson, 2009) examine two categories that are useful for researching 
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homepage content, namely the category of emotional content and the category of 
rational content. Using emotional and rational categories to understand consumer 
responses to homepage content is an important advance on using other categories. 
This is because these two categories align with the specific consumer motives 
required to process the content of a homepage (Lee & Thorson, 2009). Moreover, by 
using emotional and rational content, researchers can determine whether the 
objective of the homepage has been communicated to its consumers. Importantly, 
emotional and rational content provides not only functional and biophysical benefits 
to the consumer, but psychological benefits as well (Singh & Dalal, 1999; Kim et al., 
2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014), and so fulfils the 
broad objectives of the homepage by eliciting consumer emotion and perceived 
informativeness.
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ichotom
ous categorisation of hom
epage content
A
uthor(s)
M
ethod
N
ature of Study
M
ain conclusion(s)
C
ategory(ies)
Singh and D
alal 
(1999)
Survey
Investigated w
hether: (1) users can reliably 
classify hom
epages along em
otional or rational 
dim
ensions, and
(2) w
hich dim
ension of hom
epages w
ill exert a 
greater influence on persuasion judgm
ents of 
consum
ers.
(1) People can classify hom
epages on rational 
or em
otional dim
ensions. 
(2) The em
otional (not rational) dim
ension had 
a significant positive effect on: (a) attitude 
tow
ard the hom
epage and sponsor, and (b) 
further exploring the site.
Em
otional or rational 
dim
ension. W
hen
there are 
m
ore pictures and graphics, a 
hom
epage is categorised as 
em
otional; w
hen m
ore text, then 
rational.
D
alal et al. 
(2000)
Experim
ent
C
om
pared users’ com
prehension (accuracy of 
hom
epage inform
ation) of cognitively designed 
(m
ore text inform
ation) and non-cognitively 
designed (less text inform
ation) hom
epages.
Suggested that cognitively designed 
hom
epages lead to better com
prehension than 
non-cognitively designed hom
epages.
R
ational dim
ension (text)
Zhang et al. 
(2000)
Survey
Investigated how
 three
different hom
epage 
categories—
presentational (e.g., num
ber of 
graphics, colours), inform
ational (e.g., 
credibility of presented inform
ation), and 
navigational (e.g., presence and num
ber of 
hyperlinks)—
differ across industries, i.e., 
financial, telecom
m
unications and food.
The three different hom
epage categories are 
m
ore understandable in financial services than 
in other industries.
Presentation, inform
ation and 
navigation 
K
im
 et al. (2003)
Experim
ent
Three studies analysing em
otions and 
hom
epages to determ
ine com
m
on em
otional 
design factors and users’ em
otional responses. 
Identified associations betw
een the key design 
factors and consum
ers’ em
otional responses.
Em
otional dim
ension (pictures)
Singh etal. 
(2005)
Survey 
D
eveloped a m
odel to m
easure users’ em
otional 
reactions to em
otional and non-em
otional 
hom
epages.
A
ttitude tow
ard a hom
epage serves as a 
variable determ
ined by evaluations (positive 
and negative feelings) and influences 
behavioural intentions.
Product-based: em
otional, e.g., 
entertainm
ent, and non-
em
otional, e.g., financial 
services 
G
eissler et al. 
(2006)
Focus groups
Experim
ent
M
easured the influence of hom
epage 
com
plexity on com
m
unication effectiveness, by 
attention to hom
epage, attitude tow
ard 
hom
epage, attitude tow
ard com
pany, and 
The findings in the m
ain experim
ent suggest 
that consum
ers respond m
ore favourably 
tow
ard hom
epages that fall in the m
oderate 
H
igh com
plexity to low
 
com
plexity
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purchase intention.
range of perceived com
plexity.
K
im
 &
 
Fesenm
eier 
(2008)
Survey
U
sed six dim
ensions (inform
ativeness, usability, 
credibility, inspiration, involvem
ent, and 
reciprocity) to m
easure persuasiveness of 
hom
epages.
H
om
epage inform
ativeness and inspirational 
design factors (e.g., scenic beauty) are 
im
portant dim
ensions of its persuasiveness, 
follow
ed by usability.
Inform
ativeness, usability, 
credibility, inspiration, 
involvem
ent, and reciprocity
Lee &
 Thorson 
(2009)
Experim
ent
Investigated how
 people respond to hom
epage 
banner ads on em
otional or rational hom
epages.
R
ecall and attitude tow
ard banners w
as 
consistently better w
hen the context w
as an 
em
otionally based hom
epage.
Em
otional or rational
Tuch et al. (2009)
Experim
ent
Exam
ined the influence of hom
epage 
com
plexity using psychophysiological research 
on cognition and em
otion. H
ypothesis: the 
increasing com
plexity of the hom
epage has a 
negative em
otional im
pact (m
easured by heart 
rate and EM
G
)
N
o connection found betw
een visual 
com
plexity and consum
ers’ physiological 
arousal and self-rated arousal.
H
igh com
plexity to low
 
com
plexity
Lw
in et al.(2014)
Experim
ent
Exam
ined w
hether em
otional or rational 
advertising appeals are m
ore effective for the 
w
ebsite hom
epages of boutique hotels. 
H
om
epages using em
otional appeals tend to 
show
a positive relationship betw
een attitude 
tow
ards hotels and attitude tow
ards w
ebsites 
and purchase intention. It also indicates that 
em
otional content is better than rational 
content at gaining and retaining consum
er 
interest and attention.
Em
otional or rational appeal
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Emotional content in a homepage can improve viewers’ processing by capturing their 
attention and communicating the sensory attributes of a product, for example, the 
image of a picturesque island on a destination/travel homepage (Singh & Dalal, 
1999; Kim et al., 2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014). 
Emotional content also involves building a “personality” for the homepage (and 
brand) and creating a “superior user image” for the homepage in an attempt to 
transform users’ self-perceptions by association (Kim, 2003). The marketing 
literature also suggests that emotional content, in general, engenders a high level of 
consumer recall (Choi & Thorson, 1983; Mehta & Purvis, 2006). 
Rational information on a homepage, on the other hand, allows consumers to make 
judgments about the usefulness of the homepage in addressing consumers’ specific 
information needs (Lee & Thorson, 2009). Researchers have also found that rational 
content is correlated with consumers’ positive attitudes and behavioural intentions 
toward the homepage (Singh & Dalal, 1999; Singh et al., 2005). 
All previous researchers who studied emotional and rational content of homepages 
considered these two kinds of content as separate, independent variables, each one 
placed on a continuum. Unfortunately, the research in the third stream exploring the 
emotional/rational dichotomy of homepage content fails to do this and uses a single 
continuum model with emotional versus rational classifications as endpoints, rather 
than as independent categorical dimensions. In classifying homepages, researchers 
have selected three approaches: first, a homepage is categorised as either emotional 
or rational; second, a homepage can be classified as either emotional or rational 
according to features of the product or the nature of the company; third, the 
continuum model is based on an overall assessment of the features that dominate the 
homepage.
2.3.4 The continuum approach: three assumptions
The continuum approach makes several assumptions, all of which are questionable.
Assumption one: A homepage is either emotional or rational
A homepage (like all visual stimuli) contains emotional and rational content. This 
has led some researchers to place the homepage along a continuum (Singh & Dalal, 
1999; Kim et al., 2003; Singh et al., 2005; Lee & Thorson, 2009; Lwin et al., 2014), 
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where homepages are classified as being either emotional or rational, which ignores 
the fact that both types of content are included in the homepage and processed 
simultaneously. 
First, placing a homepage at the emotional or rational end of the continuum implies 
that there is a limited amount of the other kind of content within the page or that this 
other content is irrelevant. However, research by Goel and Dolan (2003) and
Ferguson & Bargh (2003), demonstrate that a highly complex affective and cognitive 
consumer process is activated in response to both emotional and rational stimuli. 
Although the interaction between affective ad cognitive content has not yet been 
tested in respect to consumer responses to homepages, it means that any stimulus 
(including homepage content) that is primarily emotional might still be perceived by 
consumers as rational or rational might still be perceived by consumers as emotional 
and vice versa. For example, a photograph of a brightly lit, colourful and busy city at 
night that appears on a destination homepage might be used to create an emotive 
feeling of excitement; but it can also convey rational information, such as indicating 
that this city has a variety of entertainment options. 
Second, some researchers have suggested that consumers’ response to emotional 
content is automatic, effortless and uncontrollable, in contrast to informative (i.e., 
rational) responses that require time and effort (Barret, 2006). However, this claim 
has been refuted by other researchers (see, for example, Bargh, 1997; Ferguson &
Bargh, 2003). These researchers demonstrate that the responses to rational content 
can also proceed automatically and effortlessly, and that responses to emotional 
content can also require mental effort. This research suggests this partly occurs 
because any stimulus (including homepages) can simultaneously activate both an 
emotional and rational response.
Assumption two: A homepage is either emotional or rational because the product it 
markets is emotional or rational
Some researchers categorise websites by product type or purpose. Entertainment 
websites, for example, can be considered emotional because the products that they 
are marketing are transformational, that is, the buying motive (such as sensory 
gratification) is positive (Rossiter & Bellman, 2005). On the other hand, a financial 
services site promotes informational products, and often the buying motive (such as 
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having a problem) is negative (Rossiter & Bellman, 2005), so the site is considered 
more rational in its appeal (Harrison, 2008; Lee & Thorson). The product based 
continuum classification incorrectly assumes that the stimulus (in this case, the 
website’s homepage) is consistent with the classification of the product category. In 
practice, however, both transformational and informational homepages incorporate 
both emotional and rational content, regardless of the nature of the product (Huang, 
2003; Lai et al., 2009). For this reason, a product-based continuum can provide only 
partial information about the homepage.
Assumption three: The more visual content that is included on a homepage, the 
more that homepage is considered emotional; and the more verbal content there is, 
the more the homepage is considered rational
Other researchers using the continuum approach have categorised the homepage 
according to an overall assessment of which features “dominate” the homepage—the 
classification of content focuses on pictures and text, with pictures being considered 
emotional and text as rational in nature (Singh & Dalal, 1999; Singh et al., 2005; Lee 
& Thorson, 2009). Hence, a homepage with more pictures than text is placed at the 
emotional end of the continuum, and vice versa (Singh & Dalal, 1999). However, 
literature from the fields of marketing communications and consumer psychology 
presents strong evidence that pictures and text can each evoke both emotional and 
cognitive responses in consumers (Houwer & Hermans, 1994; Kensinger & Schacter, 
2006). A picture can be emotional when its visual attractiveness captures consumers’ 
feelings (Bradley et al., 2001), but it can also be rational as it can convey factual 
information and may stimulate cognitive elaboration (Glenberg et al., 1987). 
Similarly, text can be rational and more detached from internal sensory experiences, 
focusing on verbal retrieval and encoding (MacInnis & Price, 1987), but it can also 
be emotional because it can directly expresses users’ feelings and evaluations, and 
has the power to make a homepage emotional (Vilnai-Yavetz & Tifferet, 2009). 
Thus, entertaining and creative text can pour emotion into a homepage and arouse an 
emotional response in its visitors (Kensinger & Schacter, 2006). As such, each type 
of stimulus (picture and text) can be complex, communicating both emotional and 
rational information to users. Therefore, a simple overall categorisation of a 
homepage cannot capture the complexity of a stimulus and the response it generates. 
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2.3.4.1 Overall discussion of the continuum approach
Overall, the continuum approach ignores the interactions of emotional and rational 
content in consumer processing; it ignores the connectivity and interdependence of 
emotional and rational content, treating each as mutually exclusive. However, 
research in psychology, consumer behaviour, marketing communication and related 
fields suggests that emotional and rational content is interactive, though distinct (Lee 
& Thorson, 2009). That is, the intimate connection between cognition and affect 
suggests that emotion evoked by the emotional content of a homepage will interact 
with its rational content to determine an overall reaction to a homepage. This 
interaction occurs because the role of emotional and rational content is not static and 
fixed, as assumed by the continuum approach where it is seen to be either emotional 
(pictures) or rational (text). An organisation’s homepage primarily achieves this 
objective through combining emotional and rational content to generate different 
levels of emotion and perceived informativeness by consumers. For example, the 
homepages of Tourism Australia’s official website (www.australia.com) claim that 
there are 29,000 reasons why there is nothing like Australia. As evidence, it provides 
many pictures and text. Tourism Australia’s homepage achieves its purpose of 
pursuing and informing as many different consumers as possible by varying the 
levels of emotional and rational content on its homepage.
Thus, a homepage designer can manipulate different levels of excitement, pleasure, 
assertion, and evidence and facts, varying the emotional and rational homepage 
content simultaneously as conveyed in both pictures and text. Organisations have 
different purposes and different target customers, so they design their homepages 
with different levels of emotional and rational content accordingly (Lee & Thorson, 
2009). Ultimately, the continuum approach can only provide a partial solution, 
because it does not consider the interaction between the homepage’s emotional and 
rational content. With the exception of Lee & Thorson’s (2009) research, the 
approach also ignores the interaction effect of consumer personality on the 
association between homepage content and consumer response (as discussed in 
Section 2.4).
2.3.4.2 An alternative approach to homepage research
To address the deficiencies of past research, this thesis advances a multi-categorical 
approach, which allows for both emotional and rational homepage content to be 
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tested simultaneously, both of which interact to influence a consumer’s response. 
Thus, within this thesis they are studied as separate dimensions (see Figure 2.1). 
Figure 2.1 the four quadrants of emotional and rational content
Studying the homepage content as orthogonal will advance the understanding of 
consumer responses to homepage content.
2.3.5 Summary: the three research streams
After reviewing the three streams of prior homepage content studies, the conclusion 
reached is that none of the previous approaches is sufficient on its own for studying 
the effect of homepage content on consumer responses. 
The individual stimulus analysis approach is too complex and lacks theoretical 
support. The holistic approach is too simplistic to help understand consumer 
responses to homepage content. The dichotomous categorisation of content is limited 
with respect to the selection of categories. Of all of the categories of homepages 
studied in the third stream of research, the most consistent with the homepage 
context is the categorisation of emotional and rational content. However, researchers 
who have selected this categorisation approach have generally not adequately 
justified their choice of these dimensions. This thesis, however, makes explicit the 
appropriateness of the choice regarding the study of homepages and consumers’ 
responses to them. In the consumer homepage context, consumer involvement is low 
and the opportunity for processing information is limited, so the automatic 
 
 
 
 
 
 
High emotional 
content 
Low emotional 
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High rational 
content 
Low rational 
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mechanism of consumer processing is required. In this event, emotional and rational 
content plays a vital role, and the two dimensions are the appropriate categories to 
evaluate. Thus, to address this, this thesis will examine these two dimensions as 
independent but interrelated variables.
As will be discussed in section 2.4, extant studies in marketing communication 
(Kaynar & Amichai-Hamburger, 2008; Lee & Thorson, 2009; Lu & Hsiao, 2010) 
argue that understanding consumer processing of online content requires researchers 
to also consider the variability of individuals. This is in order to understand the 
psychological differences that influence the interactions between specific content and 
specific consumers. In the three streams discussed in section 2.3, only the study by 
Lee & Thorson (2009) considered consumer attributes. Sections 2.4.1 to 2.4.5 review 
the importance of consumer characteristics in assessing how consumers process 
homepage content. It is argued that the effect of emotional and rational homepage 
content on consumers’ response is not linear; consumers differ in their enduring 
motivation in regard to their need for cognition (NFC) and need for affect (NFA). 
This may influence the association between homepage content and consumers’ 
response.
2.4 Consumer personality and homepage content
As discussed in Section 2.3.4, a homepage integrates multiple types of information. 
Both emotional and rational content are simultaneously present as separate 
components that interact, generating different levels of both emotional and rational 
consumer responses. Accordingly, it is necessary to understand a complex interaction 
process, that is, the effect of consumer differences and how they interact with 
different levels of emotional and rational homepage content. Even the minimal use of 
an emotional or rational appeal in a homepage might be important to some 
consumers, leading them to discount or accentuate other content, no matter how 
prominent or subtle. 
From a practical perspective, appreciating consumer differences is important for 
organisations and web designers. Understanding the relationship between how the 
content is presented on a homepage, and consumers’ predispositions and preferences 
for how it is presented, should lead to more effective homepage design (Lee & 
Thorson, 2009). Organisations are now able to execute advanced software 
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applications connecting their marketing and management information systems within 
the online environment, and automatically co-ordinating communication with 
targeted consumers (Basu et al., 2000). This technology has a positive influence on 
the communication process as it can automatically capture and register customer data 
and feedback, along with analysing it, which allows for more effective segmentation, 
i.e., enabling the implementation of one-to-one marketing communication (Gurau, 
2008). This technique can use existing customer databases to manage highly targeted 
events with automatic email campaigns and responses, personalised event marketing, 
and promotional news and newsletters (Basu et al., 2000).
Consumers differ on a range of individual characteristics (Cacioppo & Petty, 1982; 
Larsen & Diener, 1987; Raman et al., 1995; Maio & Esses, 2001). This thesis 
incorporates consumer differences in respect to enduring motivation for processing 
emotional and rational homepage content, because these differences could affect 
individuals’ responses to alternative homepage compositions. The theoretical basis 
for understanding the interaction of consumer differences is important for advancing 
both theory and practice, and is known as interactionism. Interactionist researchers 
(Baron & Kenny, 1986; Frazier et al., 2004) argue that merely studying the “main
effect”—in this context, the association between content and consumer response—is 
limited as it can only predict an obvious, but unsubtle link. To provide more useful 
prediction, these researchers suggest that interactions of consumer differences in the 
association between stimuli (homepage content) and consumer responses need to be 
studied. 
Interactionists argue that it is more meaningful to ask “when” or “for whom” a 
predictor or independent variable most strongly predicts an outcome variable (Baron 
& Kenny, 1986; Frazier et al., 2004). The “when” or “for whom” is known as the 
moderating variable, and the interaction between this and the focal variables of 
interest is known as the moderating effect (Baron & Kenny, 1986). In other words, a 
moderating effect is an essential interaction triggered by a moderating variable, 
whereby the effect of one variable depends on the level of another. 
The researchers studying online consumer behaviour who followed the interactionist 
approach have found that individual consumer differences can moderate the effect of 
website content on specific consumers’ attitudes and behaviour (Ho, 2005; Lu & 
Hsiao, 2010;Lee, 2007; Lee & Thorson, 2009); attitude toward the product and 
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website (Mantel & Kardes, 1999; Sicilia et al., 2005; Lee & Thorson, 2009); brand 
attitudes, website attitudes, and purchase intentions (Martin et al., 2005, Yeh et al., 
2007; Cheema & Papatla, 2010); consumer satisfaction (Lightner & Eastman, 2002) 
and consumer loyalty toward the website (Chang & Chen, 2008). These findings 
demonstrate that introducing consumer differences as an interaction variable is a 
productive and effective means of understanding the variations in the association 
between homepage content and consumer responses to this content.
In a quest to identify the most suitable consumer differences to be included in this 
thesis, an extensive literature review was undertaken of studies on online consumer 
behaviour, marketing communication (including online marketing communication), 
information systems, and basic and applied psychology. This was undertaken by 
using the keywords “moderating effect of consumer characteristics on website 
content”, “moderating effect of individual differences on homepage / website / 
webpage content”, and “influence of personality variables on emotional and rational 
homepage / website / webpage content”. This resulted in 48 journal articles being 
identified. 
Of the 48 articles, 30 used the consumer differences of consumer perceived 
interactivity and consumer flow state to understand the interaction effect on the 
association between website content and consumers’ responses to it. Previous studies 
suggested that these two variables (consumer perceived interactivity and differences 
in flow state) involve the processing of multiple types of content on different pages 
within a website. More specifically, these variables are relevant when consumers 
engage in the hierarchal processing of webpage content; that is, when they engage 
with a series of activities that influence their decisions and future actions, such as 
using the different pages and content of a website for behaviours, such as purchasing 
a ticket or watching a video. 
Hence, introducing these two moderating variables could make an important 
contribution to the understanding of the hierarchal processing of webpage content, as 
noted in Section 2.5. However, this thesis is concerned with consumers’ responses to 
homepages, in which hierarchal processing is not necessary, and as such the 30 
studies focusing on consumer perceived interactivity and differences in flow state 
were excluded from the review. 
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The remaining 18 studies are listed in Table 2.4 and a review of these identified that 
they examined the embedded content on a single webpage. Of these, Lee & 
Thorson’s (2009) study is the only one that explicitly specified homepage content as 
the study context, and the others did not state which webpage they studied, although 
they may have studied the homepage. These 18 articles investigated several 
individual differences as possible moderating/interaction variables that could explain 
variations in the association between emotional and rational content and consumer 
responses to that content. 
Table 2.4 shows that the research into consumers’ webpage information search 
behaviour has focused on two main types of consumer differences: surface traits 
(readily apparent consumer characteristics, of which consumer demographics and 
prior Internet experience are the most pertinent to online research) (Mowen, 2003), 
and core or source traits (enduring personality factors that can explain differences in 
ability, style and motivation, such as consumer NFC and NFA) (Cacioppo & Petty, 
1982; , 2000; Maio & Esses, 2001; Mowen, 2003).
Consumer responses can be investigated using enduring personality traits as 
moderators in order to find out how consumer differences in ability, style, and 
motivation affect the association between webpage content and consumers’ 
responses. Ability in this context refers to a consumer’s capacity to understand the 
complexity of webpage content (Chiou et al., 2008). Style refers to a consumer’s 
preferred mode of locating and organising complex information on a webpage and 
integrating it with existing knowledge (Lee, 2004; Graff, 2005). Motivation is a 
consumer’s tendency to seek out and attend to specific types of embedded content on 
webpage (Maio & Esses 2001; Lee & Thorson, 2009). 
The consumer enduring personality traits that have been identified in Table 2.4 
include: Visualiser/Verbaliser (Chiou et al., 2008), Holist/Analyst (Graff, 2005; Lee, 
2004; Chen et al., 2007), Extrovert/Introvert (Lu & Hsiao, 2010), Need For 
Cognition (NFC) (Mantel & Kardes, 1999; Sicilia et al., 2005; Martin et al., 2005; 
Ho, 2005; Kaynar &Amichai-Hamburger, 2008; Lee & Thorson, 2009), High/Low 
Affect Intensity (Yeh et al., 2007), and Need For Emotion (NFE) (Lee & Thorson, 
2009). These personality traits refer to psychological dimensions that describe how 
consumers’ differences in style, ability or motivation modify the association between 
emotional and rational content and consumers’ responses. The following section 
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discusses each of the core personality traits that may influence the association 
between homepage content and consumer response.
2.4.1 Consumer differences in cognitive style: visualiser versus verbaliser
Individuals differ in the ways that they seek and process information, and they tend 
to consistently favour certain strategies, or cognitive styles. Visualiser versus 
verbaliser is one style categorisation that has been investigated in online contexts 
previously (Lightner & Eastman, 2002; Chiou et al., 2008). Verbalisers are 
consumers who seek out written or verbal information and products, such as 
memberships of book clubs or audiotape clubs. Visualisers, on the other hand, prefer 
visual information and products that stress the visual, such as membership in a DVD 
club (Riding & Douglas, 1993, Riding et al., 1995).
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A
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C
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C
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a &
Papatla (2010)
Internet experience
O
nline shopping
Show
ed that the relative im
portance 
of online shopping decreases or 
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ers’ level of 
internet experience. 
C
hang &
 C
hen (2008)
Internet experience 
W
ebsite quality (attractive appearance 
and inform
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Findings suggest that custom
er 
perceived interface quality positively 
influences e-loyalty for custom
ers 
w
ith greater internet experience.
C
yr &
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G
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Lightner & Eastman (2002) found that visualisers preferred graphic presentations of 
information, verbalisers preferred written presentations of information, but both 
visualisers’ and verbalisers’ satisfaction with a website was positively related to text-
only presentations. 
Chiou et al. (2008) similarly showed that consumers’ verbal and visual personality 
styles played a critical role in determining the effect of virtual experience versus 
traditional brochures used in advertising. Visualisers were more influenced by virtual 
experience, which tends to be more visual, while verbalisers were more influenced 
by traditional brochures (i.e., more textual or verbal). Their research also suggested 
that when marketers want to employ both virtual experience and traditional 
brochures for advertising their products, visualisers should be presented with the 
traditional brochure mode first and virtual experience mode second, while verbalisers 
should be presented with the virtual experience mode first and traditional brochure 
mode second. 
2.4.2 Consumer differences in cognitive ability: holistic versus analytic
The holistic versus analytic personality dimension refers to “whether an individual 
tends to organise information into wholes or parts” (Riding & Rayner, 1998, p. 9). 
Graff (2005) investigated the information architecture of webpages and found that 
holists prefer simple information at the top of the page, whereas analysts have fewer 
problems with complex structures. Lee (2007) investigated two types of interfaces 
(simple visual web directory design and complex verbal web directory design) and 
found that holists prefer visual information; analysts are comfortable with both types 
of interface design. The analytic trait strengthens the association between verbal 
interface design and consumer intention to explore other webpages of the website. In 
contrast, the holistic trait negatively influences the association between verbal 
interface design and consumer satisfaction.
2.4.3 Arguments against using cognitive style and ability as consumer 
differences
Although cognitive style and cognitive ability are enduring personality traits, 
introducing them as consumer differences does not necessarily add to the 
understanding of how consumers vary in processing emotional and rational 
homepage content for several reasons. First, previous researchers (Lightner & 
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Eastman, 2002; Chiou et al., 2008) found that the cognitive style of visualisers and 
verbalisers, for example, may lead these consumers to process specific content. They 
found associations between visual content and consumers’ attitudes, but did not find 
significant associations between visual content and consumers’ intentions to use the 
website. This is because the visualising-verbalising process is based on consumers 
having a stable preference for a particular type of content, but this does not mean that 
they have enduring motivation to process that type of information. Moreover, Section 
2.3.4.2 explained that both visual and verbal content can be both emotional and 
rational, thus the visualiser/verbaliser individual difference is limited in its capacity 
to explain the associations between emotional and rational content (which may be 
textual or pictorial) and consumer responses to it.
Second, holistic/analytic cognitive ability is solely based on consumer aptitude 
(Graff, 2005), and consumers’ required skills to process content. For example, how 
quickly can consumers process a banking transaction on a website? The 
holistic/analytic variables are more appropriate for explaining task-driven content 
processing (Gunns et al., 2007). Hence, they are more fitting for the study of other 
webpages, rather than the homepage. Further, studies by Chen et al. (2004), Graff 
(2005), and Lee (2007) found consumer cognitive ability more relevant for 
explaining the association between webpage content and intense emotional and 
effortful cognitive responses, e.g., consumers’ anger resulting from being unable to 
complete a financial transaction on a website. In contrast, the emotional responses to 
homepage content are ideally pleasure and arousal, which are less intense emotions, 
as well as perceived informativeness, which is a lower order cognitive response. As 
such, cognitive ability may have a non-significant interaction effect on the 
association between homepage content and specific types of consumer responses due 
to its lack of relevance to the homepage context.
2.4.4 Consumer differences in emotional style 
To understand how consumers’ emotional style influences the association between 
website and homepage content, researchers have investigated consumers’ affect 
intensity. Affect intensity refers to the degree to which people experience emotions 
(Moore et al., 1995). Individuals scoring high on affect intensity respond more 
strongly to emotional stimuli than do low-scoring individuals. For example, high-
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affect-intensity consumers show more emotionally intense reactions to positive and 
negative emotional appeals in advertisements than do low-affect-intensity consumers 
(Moore et al., 1995, Moore & Homer, 2000). Yeh et al. (2007) found that high-
affect-intensity strengthened the association between emotional content of the 
webpage and consumers’ attitude toward the website, but this association did not 
lead to increased purchase intentions. 
The investigation of affect intensity makes an important contribution to webpage 
content research, as it can help to understand the variance in intensity of a 
consumer’s emotional responses. However, it also has some limitations. Consumer 
affect intensity measures the intensity with which an individual responds to 
emotional content, but does not measure an individual’s enduring motivation to seek 
out emotional content. For example, a high-affect-intensity person who happens to 
encounter high emotional content may express high emotion, but this does not 
necessarily mean that the person is always highly motivated to seek out high 
emotional content.
2.4.5 Consumer differences in enduring motivation (consumer NFC, NFE and 
NFA)
Examining emotional style, cognitive style and cognitive ability as consumer 
differences have made useful contributions to understanding variations in the 
association between website content and consumer responses. However, as was 
discussed previously, these enduring psychological dimensions, though necessary, 
are not sufficient to understand the variance in consumer differences in the 
association of emotional and rational homepage content and consumer responses.
Previous research has suggested that processing strategies are not evoked simply on 
the basis of ability or style. Rather, they are also evoked by individual motivation to 
approach (or avoid) stimuli (Richardson, 1978; Cacioppo & Petty, 1982). 
The motivation to engage in cognitive and affective processing is essential to include 
in investigating the complexity of emotional and rational content of homepages and 
other stimuli (Cacioppo & Petty, 1982; Raman et al., 1995; Maio & Esses, 2001). 
Table 2.4 identifies that six researchers have proposed two constructs—Need for 
Cognition (NFC) for rational content processing and Need for Emotion (NFE) for 
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emotional content processing—as useful for studying how consumers’ enduring 
motivation moderates their processing of emotional and rational content (Mantel & 
Kardes, 1999; Sicilia et al., 2005; Martin et al., 2005; Ho, 2005; Kaynar & Amichai-
Hamburger, 2008; Lee & Thorson, 2009). Although, the study by Lee & Thorson 
(2009) was the only one that considered NFC and NFA, as well as being the only 
study to specifically examine homepage content.
2.4.6 Need for cognition 
The need for cognition (NFC) is an enduring personality trait to “engage in and enjoy 
thinking” (Cacioppo & Petty, 1982, p. 306). NFC is an individual difference variable 
that potentially affects a person’s motivation to process persuasive communication. 
People have different levels of NFC. An individual with high NFC is disposed to 
elaborate upon structure and evaluate information (Cacioppo et al., 1984), and in the 
marketing context demonstrates more positive responses to factual appeals, 
informationally dense content, and high quality arguments (Geuens & De 
Pelsmacker, 1998). An individual with low NFC, on the other hand, prefers to spend 
less effort on information processing, has to be motivated to expend energy on 
cognitive activities, and has been shown to be more positively inclined to the 
emotional content of advertisements in different marketing research contexts (Sicilia 
et al., 2005). 
This thesis uses NFC as a moderating variable in examining the association between 
emotional and rational content of homepages and consumer responses to them. 
Consumers with high intrinsic cognitive motivation (i.e., NFC) are likely to process 
rational content more positively than they process emotional content; that is, they 
more positively evaluate those websites that contain more rational content than 
emotional content, and spend more time reading product information. Taking a 
different approach, Lee & Thorson (2009) found that when individuals were 
presented with a website with rational or emotional content, people with higher NFC 
had a greater liking for the presence of banner advertisements where the dominant 
content on the page was rational than did people with a lower level of NFC.
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2.4.7 Need for emotion 
The need for emotion (NFE) is “the tendency or propensity for individuals to seek 
out emotional situations, enjoy emotional stimuli, and exhibit a preference to use
emotion in interacting with the world” (Raman et al., 1995, p. 537). Like NFC, NFE 
has been used as a moderator in the investigation of emotional or rational content of 
homepages and consumers’ responses to them. Lee & Thorson (2009) found that in 
the context of highly emotional webpages, consumers with higher NFE showed more 
positive attitudes toward banner advertisements and indicated greater purchase 
intentions than consumers with lower NFE.
Though NFE is an important construct, it has two key limitations. First, Maio &
Esses (2001) point out that NFE research in general is severely limited in important 
methodological respects, including inadequate measurement development of the 
construct, resulting in its lack of predictive validity. Second, the NFE instrument 
(Raman et al., 1995) comprises items pertaining only to the motivation to seek and 
approach emotional content (Raman et al., 1995); it omits the equally important 
motivation to avoid emotional content.
2.4.8 Need for affect 
To overcome the limitations associated with the measurement of NFE, this thesis 
uses consumers’ need for affect (NFA) as a moderating variable in addition to NFC. 
NFA is like NFE in that it is an important construct for understanding consumer 
emotion-related processes, but it is an improvement on NFE as the NFA construct 
has been extensively methodologically developed, thereby avoiding the weaknesses 
associated with NFE (Maio & Esses, 2001). NFA has not yet been used for 
examining website or homepage content, so there is no previous literature to support 
the proposed application of the construct as a moderating factor in the current 
context. However, research in other fields provides information about NFA that 
suggests it would be linked to consumer information processing. 
NFA includes the motivation to use and avoid emotional content. A long-standing 
tradition of psychological theory and research suggests that, in general, approach and 
avoidance motives should be treated as distinct and interactive (Elliot & Covington, 
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2001; Maio & Esses, 2001), and, therefore, both should be assessed, which is 
addressed in the NFA measure. Further, Maio & Esses (2001) demonstrated that 
NFA is reliably related to individual differences in the intensity and quality of 
emotional experiences (for example, watching emotional or non-emotional movies). 
Bartsch et al. (2010) investigated the reasons why consumer audiences are attracted 
to dramas and horror movies, even though such entertainment vehicles can engender 
negative emotions (e.g., sadness, anger, fear, disgust, and contempt) and ambivalent 
emotions (e.g., fascination, surprise, interest and being moved). Their research 
highlighted the role of NFA as a predictor of individual differences in the experience 
of negative emotions and meta-emotions; that is, consumers’ evaluations of their 
own emotions, such as “I like this feeling” and “It is a pleasure to experience these 
feelings”. Results suggested that individuals high in NFA experience higher levels of 
negative and ambivalent emotions and evaluate their emotions more positively on the 
level of meta-emotions. Similarly, Appel & Richter (2010) investigated the 
persuasive effects of narratives with high or low emotional content. They found that 
individuals with high NFA experience the fictional world of the narrative more 
emotionally when the content is high in emotion, whereas people with low NFA may 
experience adverse effects from the same narrative.
Haddock et al. (2008) tested hypotheses that NFA and NFC influence receptivity to 
affect- and cognition-based persuasive messages. They presented individuals with a 
cognitive or affective appeal for a new sports drink. The rational appeal included a 
written list of the drink’s favourable attributes, whereas the affective appeal involved 
a pleasant-tasting sample of the beverage. They found that the rational appeal was 
more persuasive among cognition-oriented individuals, whereas the affective appeal 
was more persuasive among affect-oriented individuals.
These findings suggest that NFA, rather than NFE is appropriate to use for assessing 
consumer characteristics and responses to emotional and rational homepage content. 
2.4.9 Interaction between homepage content and consumer personality
Existing research in psychology and consumer behaviour supports the notion that 
emotion and cognition are distinct processes. For example, Zajonc’s (1980) and 
Epstein’s (1998) studies suggest that individuals possess two distinct information-
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processing styles: one system is holistic and based on emotional experience, whereas 
the other system is analytical and based on rules of reasoning. Importantly, however, 
these distinctive perspectives also allow for interaction between consumers’ 
emotional and cognitive processes (Bargh, 1997; Ferguson & Bargh, 2003). Using 
the distinct nature of emotion and cognition, it is possible to identify different types 
of individuals according to each of these two processing styles, cognitive and 
affective. In other words, since NFC and NFA are distinct though interactive 
constructs, a consumer could be high in NFC and high in NFA, or high in NFA and 
low in NFC, or high or low on both characteristics (see Figure 2.2). 
Given the varied individual differences and different types of website content shown 
in Table 2.4, it is apparent that consumer NFA and NFC are two separate variables 
that are important for understanding the association between homepage content and 
consumer responses. While several studies considered different types of website 
content and their interaction with different personality types, only Lee & Thorson 
(2009) considered the interaction of homepage content with the personality variables 
of NFC and NFE. However, Lee & Thorson (2009) used the continuum approach to 
measure homepage content (cognitive or affective), and as such did not consider the 
interactive relationship between the different types of homepage content. 
The discussion in Section 2.3.4 highlighted that a homepage simultaneously provides 
both emotional and rational content. Thus, these are separate dimensions, not a 
continuum, and, therefore, generate different levels of both emotional and rational 
responses. Therefore, it is necessary to understand how consumers’ different levels 
of emotional and rational motivation change the content-response association. More 
importantly, most of the past research has failed to study the interaction between 
individual personality differences and homepage content except for Lee & Thorson 
(2009), although Singh et al. (2005) and Kim & Fesenmaier (2008) recommended 
that this should be explored. They suggested that using one universal design to plan 
homepages might not be successful. Rather, to help the overall design process, a 
more effective strategy would be to understand not only the communication effect of 
a homepage, but also the personality types of consumers who are interacting with it. 
However, they did not specify which personality traits to use.
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This thesis goes further in studying the complexity of individual and homepage 
interactions. It suggests that NFC and NFA are the most suitable personality 
variables to use as interaction variables for understanding how consumers respond to 
complex homepages comprising emotional and rational content simultaneously. In 
addition, as was discussed in Section 2.3.4, the emotional and rational content of 
homepages is also distinct and interactive, with each type of content ranging from 
high to low. Thus, a homepage can be high in rational and low in emotional content, 
high in emotional and low in rational content, or high or low in both types of content. 
Hence, individuals may demonstrate a propensity to process emotional and rational 
content using different levels of emotion and cognition (Zajonc, 1980; Epstein & 
Pacini, 1999), which will vary based on their individual levels of NFC and NFA. 
This is important as consumer and marketing communication research uniformly 
suggests that persuasive appeals tend to be more effective when the nature of the 
appeal matches, rather than mismatches, different personality types (Fabrigar & 
Petty, 1999). Therefore, to understand the complex consumer responses to varying 
emotional and rational content of homepages, this thesis will consider the four 
combinations of the different levels of emotional and rational homepage content, as 
shown in Figure 2.2, together with the four combinations of the different levels of 
NFC and NFA inherent in consumers.
High NFA
High NFC
High NFA
Low NFC
Low NFA
High NFC
Low NFA
Low NFC
Figure 2.2 Four combinations of consumer NFA and NFA
Based on the discussion in Sections 2.3 and 2.4, this thesis considers four 
independent variables that may affect consumer responses: (1) emotional homepage 
content (high and low), (2) rational homepage content (high and low), (3) consumer 
NFA (high and low), and (4) consumer NFC (high and low). Section 2.5 reviews 
existing studies on homepage content and the theories used to explain consumers’ 
processing of homepage content. This leads to an important and original contribution 
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of this thesis, i.e., that consumer processing of homepage content requires parallel 
processing, whereas other pages of a website are associated with consumer 
hierarchical processing. 
2.5 Consumer processing of homepage content (hierarchical versus 
parallel)
Homepage researchers accept two empirically based facts about consumer-homepage 
interaction, both stemming from the fact that consumers spend less time on a 
homepage than on other webpages. First, unless consumers are goal directed or pre-
determined to explore a particular homepage (Lindgaard et al., 2006; Kim & 
Fesenmaier, 2008), their level of involvement is low when they arrive at a homepage 
through general surfing or browsing, compared to their level of involvement with 
other webpages once they have entered a particular website (Singh & Dalal, 1999).
Second, since consumers spend only a few seconds processing homepage content, 
consumer responses to it are automatic and not strategic (Geissler et al., 2006;
Lindgaard et al., 2006; Kim & Fesenmaier, 2008). This means that although 
hierarchical processing is appropriate for studying the processing of website content, 
it is not suitable for studying the processing of homepage content.
However, researchers’ assumptions, methods employed and conclusions drawn in 
past studies on homepage content have not been very different from those in general 
webpage research. For example, most of the studies examined in Tables 2.1 through 
2.3 on homepage content adopted a hierarchical or serial consumer processing 
perspective to studying homepage content (see Table 2.5). This assumes that 
consumers respond to homepage content in an ordered, sequential way, where only 
one information process occurs at a time; further, all of the studies in Table 2.5 (and 
elsewhere) consider that whichever of the consumer responses is primary—cognitive 
or affective—operates as the central control unit, influencing other responses. This 
approach to homepage content limits the understanding of the effect of alternative 
types of homepage content and consumer responses to it.
A consumer engrossed in a webpage uses the hierarchical or serial processing 
method when processing several pieces of information, one at a time in succession 
(i.e., moving from page to page). A different processing method has been found to 
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explain the rapid processing used by consumers when scanning the content of a 
homepage. For homepages, the most useful processing model is parallel processing, 
where multiple pieces of information are assessed simultaneously (Cohen et al., 
1990; Rogers & McClelland, 2004). The parellel processing approach is further 
discussed in sections 2.5.1 and 2.5.2.
2.5.1 Parallel processing
Research into cognition and neurobiology suggests that the parallel processing 
approach to information processing (Cohen et al., 1990; Epstein & Pacini, 1999;
Rogers & McClelland, 2004) qualitatively differs from the hierarchical or serial 
processing adopted in the majority of website and homepage research studies.
Parallel processing has been used to understand consumer information processing 
model in marketing (Martin & Kiecker, 1990) and to understanding how consumers 
process complex or simple pictures (Rousselet et al., 2002).
First, research in the fields of neuroscience and neurobiology suggests that the 
human brain does not only operate in a serial or hierarchal manner; the human brain 
is capable of processing several tasks simultaneously, in parallel (Rogers & 
McClelland, 2004). The parallel processing theory assumes that information 
processing activity is a result of the interaction between the networks of brain 
neurons. Each network of neurons is known as a unit (McClelland & Rumelhart, 
1987; Rogers & McClelland, 2004). These units are activated by input from an object 
or environment (for example, in response to emotional and rational homepage 
content), and each unit acquires its own activated value, comprising differing levels 
of both cognition and affect, on a weighted sum of input from an object or 
environment simultaneously (Rumelhart & McClelland, 1986; Rogers & 
McClelland, 2004).
Units transfer their combined cognition-affect activation value to each other (also 
known as affective–cognitive interaction), which is why a person can judge an object 
as being both good and bad simultaneously or in parallel (Rogers & McClelland, 
2004). In contrast, hierarchical processing assumes that the activated level of each 
unit consists of a value of cognition or affect, not both as in parallel processing 
(Rogers & McClelland, 2004). Units transfer their activation value to other units, but 
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since there is only one kind of value (that is, the effect of one particular piece of 
content, e.g., emotional or rational) being passed on, the result is either cognition or 
affect (Cohen et al., 1990). Studies in neurobiology confirm that this control 
mechanism of the brain only operates when a person is already in a cognitive or 
affective state (Goel & Dolan, 2003), such as when a consumer using a website is 
involved in a task or is immersed in an enjoyable experience. 
Second, hierarchical processing assumes that a person captures information from a 
stimulus, stores it in short term memory, and retrieves the information from short 
term memory when processing the next stimuli (Jacoby, 1991); short term memory is 
a pointer to activate the sequence. Research has identified that short-term memory 
places a major constraint on human information processing capacity (Marois &
Ivanoff, 2005). This limited capacity can be the reason for information overload 
(Marois & Ivanoff, 2005). In contrast, in parallel processing, information is passed 
on and distributed through the network of interactions between neuron units, rather 
than associated with a particular place in short-term memory (Rogers & McClelland 
et al., 2004).
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Parallel processing is sometimes known as automatic processing, automatic in that it 
is not a fully conscious process (Grunert, 1996; Barrett et al., 2004; Rogers & 
McClelland, 2004). It is not subject to neuron-capacity limitations, and is always 
triggered in response to a certain stimuli, which may be generated through the 
activation of neuron units. With parallel processing, consumers can simultaneously 
perceive both emotional and rational content of a homepage, depending on their 
enduring personality traits. Parallel processing is, in most cases, independent of any 
type of short-term or long-term memory, as information is passed on and distributed 
externally (i.e., independent of memory) through the network of interactions between 
neuron units (Rogers & McClelland et al., 2004).
For this reason, within this thesis it is advanced that parallel processing, not 
hierarchical processing, is the more likely form of information processing used by 
consumers when they respond to homepage content. According to parallel 
processing, not all perception requires controlled attention, as described by the 
hierarchical model of information processing (Barrett et al., 2004) and in many 
contexts, processing is automatic. This is the case when a perceiver is looking for 
something specific in an array of visual content, but has a limited amount of time. 
The perceiver’s processing system automatically ignores any distracting features, not 
by time-consuming filtering, as in hierarchical processing, but by guiding the 
perceiver’s attention solely to a desired feature in the visual array (Pomerantz et al., 
1977; Treisman, 1985). A homepage is one such context. Thus, the content encoded 
on a homepage is not a veridical or precise representation of the content, but rather a 
representation that reflects the specific bits of information a consumer has selected 
for processing (Schneider & Shiffrin, 1977; Duncan & Humphreys, 1989; Rogers & 
McClelland, 2004). In other words, the content, as decoded by each consumer, is 
neither an exact nor a complete replica of the content as originally encoded, but is an 
idiosyncratic representation of the content, constructed by each individual consumer 
(Schneider & Shiffrin, 1977). This representation may contain only a small fraction 
of the total information contained in the original content (Rogers & McClelland, 
2004). 
This thesis argues that by using parallel processing, the initial passage from 
homepage content to consumer response is complex, inexact, and personal. It is 
complex because the passage involves the interaction between the heterogeneous 
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content of the homepage and the individual character of the consumer (Rogers & 
McClelland et al., 2004). It is inexact because the interaction cannot be completely 
predicted (Lee & Thorson, 2009). It is personal because each consumer has his or her 
own enduring personal traits and goals via which content is processed (Cacioppo & 
Petty, 1982; Maio & Esses, 2001).
To investigate how consumers process homepage content in a parallel fashion, it is 
important to understand the characteristics and nature of both the consumer and the 
homepage content. The following sections justify the inclusion of the two dependent 
variables: consumer emotion and consumer perceived informativeness based on the 
literature review in Section 2.3.
2.6 Consumer responses: consumer emotion and perceived 
informativeness
As addressed in Section 2.5, many researchers have considered that consumer 
responses to homepage content require some deliberation and appraisal, and 
accordingly have to be processed by way of hierarchical steps (shown in Table 2.5). 
One problem with the hierarchical (or serial) approach to studying homepages is that 
the cognitive or affective response measures selected by researchers are incompatible 
with homepages. For example, Singh & Dalal (1999) investigated the effect of 
emotional or rational homepage content on consumers. In their serial processing 
model, they used “belief towards the website” as a cognitive response measure. Dalal 
et al. (2003) used “perceived comprehension” as a cognitive response measure in 
their study and Singh et al. (2005) used what they called “mystery” (an appraisal of 
further information to come) as a cognitive response in their research. However, 
belief, comprehension and mystery belong to higher order cognition—mental 
processing that manipulates and transforms information and ideas—which is not 
activated until the consumer has processed further information from the website, or 
has spent a great amount of time exposed to it (Cacioppo & Petty, 1981).
Similarly, Kim et al. (2005), investigating the influence of emotional content on 
consumers’ emotional response to it, used “anger” as their affective construct, but 
this too is a higher order, task-induced type of affect (Watson & Clark, 1992; 
Tellegen et al., 1999). A different kind of incompatibility is found in Singh et al.’s 
(2005) and Lee & Thorson’s (2009) studies. They both used “attitude” as their 
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affective construct. One difficulty with this, as mentioned by Lazarus (1984), is that 
a self-reported attitude may be an intellectual (cognitive) choice and not solely a 
response based on feelings. Besides, attitude has been widely accepted as a construct 
composed of affective, cognitive and conative elements (the basis of the hierarchy of 
effects model), introduced by Krech & Crutchfield (1948). Overall, the higher order 
constructs are appropriate for researching consumer responses to website content 
where cognitive resistance is higher, evaluative processes are invoked, and higher 
order affective development is necessary (Lutz & Swasy, 1977).
In contrast to this view, section 2.5 proposed that responses to homepage content are 
automatic, not deliberate, and parallel, not hierarchical. This is because the context of 
homepage processing is substantially different to that of webpages, especially 
concerning consumer motivation and opportunity to process information. Throughout 
this thesis, it is argued that parallel processing is a more appropriate processing 
mechanism as it allows a multi-layered system of stimulus appraisals in which 
different levels of simultaneous, automatic emotional and rational responses are 
available (Zajonc, 1980; Epstein & Pacini, 1999; Rogers & McClelland et al., 2004). 
That is, consumers process the emotional and rational content of a homepage 
simultaneously; this processing is automatic and is in response to emotional and 
rational cues. 
This thesis proposes that in response to emotional and rational content of homepages, 
consumers’ use parallel processing, which results in two responses: consumer 
emotion and consumer perceived informativeness. These are the dependent variables 
to be studied in this thesis and are described in more detail in Sections 2.6.1-2.6.2.
It is important to stress that the thesis examines only the constructs as presented in 
the conceptual model. Consumer perceived interactivity is defined as “a 
psychological state experienced by a site-visitor during the interaction process” with 
a website (Wu, 2005, p. 48). It is a widely used dependent variable in website 
studies, which could have thus conceivably been included in this thesis. In order to 
achieve a degree of realism of the homepages to be manipulated in this thesis study, 
simulated interactive content—email addresses, social media links, and other 
hyperlinks—are embedded on the homepages. However, these functions are 
controlled to be inactive, since active facilitating content may confound the results of 
the experiments (Wu, 2005). For example, if participants had been able to open an 
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active link, consumer attention could well have been diverted from the focal 
variables studied in this thesis, i.e., the emotional and rational content embedded on 
the homepages. 
The use of non-interactive content, given the complexity of the research design and 
analysis, inhibits the inclusion of consumer perceived interactivity as a dependent 
variable, with the exclusion of perceived interactivity being further justified based on 
previous research. For example, Lee (2000, cited in McMillan & Hwang, 2002, p. 
30) recommended, “that interactivity should not be measured by analysing processes 
or counting features. Rather, researchers should investigate how users experience 
interactivity”. McMillan & Hwang (2002) suggested two important factors for 
operationalising the interface between a website and a consumer's perceived 
interactivity: (i) consumer control, such as the opportunity to engage with the website 
by clicking any navigational button, and (ii) consumer direction of the 
communication, or a consumer's interpersonal communication based on participating 
in chat rooms, bulletin boards, and so on. Owing to the limitations of this thesis, and 
the possibility of confounding the results, the experimental homepages did not 
embed active links or interactive features. Thus, these two factors for 
operationalising consumer perceived interactivity are absent, so the construct 
(perceived interactivity) is not part of this thesis.
2.6.1 Consumer emotion
Exposure to homepage content generates consumer emotion, namely different levels 
of pleasure, excitement and arousal (Singh et al., 2005), arising in a relatively 
automatic, spontaneous manner (Singh et al., 2005). In the homepage context, 
consumer emotion refers to the degree to which consumers feel good, joyful or 
happy in response to the content; and also refers to the extent to which they feel 
stimulated and active (Singh et al., 2005), ready to explore more pages within a 
website (Manganari et al., 2009) and fulfil their need for instant gratification by 
making a purchase or solving an immediate problem (Mummalaneni, 2005). 
Most homepages use a variety of emotional and rational content to generate different 
levels of pleasure, excitement and arousal in consumers, depending on the primary 
business of the organisation. The emotional response to such content has been 
introduced as a key outcome variable in studies relating to online consumer 
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behaviour (Kim et al., 2007; Cheng et al., 2010). For this reason, understanding 
differences in the strength of consumers’ emotional response to homepages is 
important, since higher levels of pleasure and arousal can lead to further website 
exploration, and lower levels could explain why consumers forgo the exploration.
While all webpages are designed in part to create pleasure and arousal, the 
generation of increased pleasure and arousal is the primary objective of homepage 
content (Singh et al., 2005). Variability in the strength of pleasure and arousal in 
response to a homepage is important because the levels of these emotions have carry-
over effects, with higher emotional levels attracting consumers to move from the 
homepage to other pages in the website (Singh, 1999; Singh et al., 2005; Lee & 
Thorson, 2009). A consumer who responds to a homepage with high levels of 
pleasure and arousal is not only more likely to investigate the site further, but is also 
more likely to ignore less relevant aspects of the homepage (Lee & Thorson, 2009). 
High levels of pleasure and arousal enable homepage visitors to handle greater 
informational complexity, become more optimistic about the likely outcome of an 
anticipated experience, and more willing to experiment or seek risk (Singh et al., 
2005). 
2.6.2 Consumer perceived informativeness
Parallel processing of information also suggests that exposure to homepage content 
will generate a rational consumer response known as perceived informativeness, 
suggested by Zhang & von Dran (2001) and Kim & Fesenmaier (2008) as one of the 
most important cognitive consumer responses. Perceived informativeness is the 
extent of the perceived usefulness and perceived relevance of the information on a 
homepage, comprising both emotional and rational content. Consumer perceived 
informativeness is a lower order cognitive response and, therefore, requires less 
mental effort than the cognitive responses assumed by much of the existing research, 
such as usability, credibility, involvement, reciprocity, and trust (Luo, 2002; Kim & 
Fesenmaier, 2008). Consumer perceived informativeness of a homepage is an 
automatic (i.e., a reflex) emotional response coupled with an automatic cognitive 
response that is triggered by the simultaneous parallel processing of emotional and 
rational homepage content.
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Consumer perceived informativeness of different webpages in a website has been 
positively correlated with consumers’ positive attitudes toward the website and has 
been found to be a predictor of consumer satisfaction and purchase behaviour 
(Ducoffe, 1996; Szymanski & Hise, 2000; Jeong & Lambert, 2001; Wolfinbarger & 
Gilly, 2002; Luo, 2002; Hsiu-Fen Lin, 2007). Consumers frequently make judgments 
about how informative a webpage appears to them, especially concerning its 
relevance (Ducoffe, 1996; Miller, 1996) usefulness (Jeong & Lambert, 2001; Luo, 
2002) and completeness (Rieh, 2002; Kim & Fesenmaier, 2008). 
Judgements about relevance, usefulness and completeness are certainly applicable in 
the homepage context. The varied perceptions of relevance, usefulness, and 
completeness of a homepage help consumers make intelligent comparisons between 
different organisations’ homepages. As with emotional responses, perceived 
informativeness also influences consumers to investigate other pages of the website 
(Luo, 2002; Hsiu-Fen Lin, 2007; Kim & Fesenmaier, 2008).
2.7 Conclusion to the chapter
This chapter has provided the background for the remainder of this thesis. It has 
justified the importance of research into consumers’ responses to homepage content. 
It has reviewed the prevalent and influential approaches to understanding the 
relationship between homepage content and consumer responses, and the theories 
that underpin this research. 
The candidate has drawn important conclusions from this review. While existing 
studies have contributed to understanding consumer responses to websites, most of 
the contributions are not applicable to the context of homepages. While many of the 
studies acknowledge that the homepage has its own role to play in the hierarchy of 
the website, and some of the studies have provided useful insights that are in part 
applicable to homepages, none have given full thought to the implications of the 
difference between specific homepage and general website research.
This thesis aims to address several of these gaps. It has shown how the homepage 
differs from other webpages, not only in its role and in respect to its content, but also 
in the association between content and consumer responses. This difference in the 
association entails: (1) an interaction effect of emotional and rational homepage 
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content on consumer emotion and perceived informativeness; (2) an interaction 
effect of consumer personality and homepage content on consumer emotion and 
perceived informativeness; and importantly, (3) an alternative way, parallel 
processing, to explain how consumers’ process homepage content. 
Chapter 3 proposes a new model for examining the association between homepage 
content and consumer responses to it in much finer detail than has been considered 
previously. It also proposes the hypotheses to be examined in this thesis. 
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Chapter 3: The conceptual model
3.1 Introduction
As was addressed in Chapter two, the primary objective of a homepage is to 
encourage consumers to explore further pages on an organisation’s website by 
generating consumer emotion and perceived informativeness (Lwin et al., 2014; 
Singh, 1999; Singh et al., 2005; Kim & Fesenmaier, 2008; Lee & Thorson, 2009).
Researchers have previously focused on ways of enhancing consumers’ exploration 
of websites by manipulating the emotional and rational content of homepages (Singh, 
1999; Singh et al., 2005; Lee & Thorson, 2009).
Chapter two discussed three assumptions regarding the linear and direct relationship 
between homepages and consumer responses to them, as per the previous homepage 
and webpage literature: 
i. Homepage content is either emotional or rational.
ii. Consumers can process only one type of content at a time, either emotional or 
rational; and
iii. A homepage generates consumer emotion and/or consumer perceived 
informativeness based on the emphasis of the homepage content, i.e., 
emotional or rational (Singh, 1999; Singh et al., 2005; Lee & Thorson, 2009).
For example, emotional homepage content (say, a picture of a pleasant interaction 
between a client and a customer) is directly associated with a simple emotional 
consumer response, such as a pleasant feeling (Kim et al., 2003; Singh et al., 2005; 
Lee & Thorson, 2009; Lwin et al., 2014). 
In contrast to these assumptions, this thesis advances that consumer processing of 
homepage content is more complex. Firstly, in reality a homepage does not contain 
only emotional content or rational content. It contains both emotional and rational 
content simultaneously, with varying levels of each kind of content. The emotional 
and rational content of a homepage, therefore, interact with each other. Additionally, 
the effect of one kind of content on a consumer’s response will also vary based on 
the level of the other content. The complex interaction between emotional and 
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rational content needs to be understood as it influences how a homepage functions. 
As discussed in Section 2.3, the integration of content means that even the minimal 
use of emotional or rational content in a homepage can affect consumers’ assessment 
of (and engagement with) a homepage, leading consumers to discount or accentuate 
other (emotional or rational) content. 
Second, this thesis advances that consumer responses to specific types, and 
interactions of types of homepage content is also dependent on consumers’ enduring 
personality. Consumers evaluate homepages according to their need for cognition 
(NFC) and need for affect (NFA) (Jacoby, 1991; Desimone & Duncan, 1995; 
Barsalou, 1999; Rogers & McClelland, 2004). Thus, consumers’ responses to 
homepages are an intricate product of: (a) the interaction between emotional and 
rational homepage content and (b) the interaction between consumers’ NFA and 
NFC.
Limited previous studies on homepage content have examined the level of 
complexity of individual characteristics and varying types of content. The only major 
study investigating more than three independent variables (emotional content, 
rational content and consumer NFC) was by Lee & Thorson (2008) (see section 
2.4.3). Adding complexity by examining multiple two-way and three-way effects is 
particularly useful when researchers want to examine the interaction of multiple 
variables that are well understood alone, but not in combination. This allows for a 
better understanding of realistic contexts (Davis et al., 2007)
To understand the complex interaction between homepage content and consumer 
personality in regard to consumer responses, this thesis suggests an alternative 
conceptual model (see Figure 3.1 and Table 3.1). The primary objective of this 
conceptual model discussed within this chapter is to depict the relationships being 
examined within this thesis. The independent variables are: (i) homepage emotional 
content (high and low); (ii) homepage rational content (high and low); (iii) consumer 
NFC (high and low); and (iv) consumer NFA (high and low). The dependent 
variables are: (a) consumer emotional response, and (b) consumer perceived 
informativeness of the hypothetical homepages. 
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3.2 The conceptual model
Before discussing the hypotheses, it is important to mention two factors:
x Although this thesis used a full factorial design for data collection, only the 
results of the scientifically and theoretically possible hypothesised 
relationships are presented in the conceptual model and discussed in the 
thesis. This practice is in line with previous research, where marketing 
communication researchers who have conducted full factorial designs, 
specifically 2 x 2 x 2 x 2 factorial designs, advanced only the scientifically 
and theoretically plausible hypotheses, rather than advancing hypotheses for 
every possible output of the full factorial design (Williams et al., 2002; Davis 
et al., 2007).
x In addition, when developing the hypothesised associations (as in Table 3.1) 
between the independent and dependent variables, two criteria suggested by 
Williams et al. (2002) and Davis et al. (2007) were considered. First, there 
needed to be strong evidence in the literature that independent and dependent 
variables are associated. Second, there needed to be support that any change 
in an independent variable causes a change in the dependent variable, so that 
the direction of causality can be established. The main experiment employed 
a 2x2x2x2 post-test-only factorial design, and from the 16 possible 
relationships, 10 relationships, based on prior theory, were hypothesised. An 
additional 6 relationships exist given the full factorial design, but based on 
the literature there was no support for specific relationships, and thus these 
are not included as hypotheses. Three of these non-hypothesised relationships 
are embedded within the complex analysis and are, therefore, discussed as 
part of this. 
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 Table 3.1 Em
pirical support for the form
ulation of the hypotheses
Effect Type
H
ypothesis
Independent variables
D
ependent variables
Em
pirical support
D
irect effect
H
1a
Em
otional content
C
onsum
er em
otion
(Singh &
 D
alal, 1999;G
oel &
 D
olan, 2001; G
oel &
 D
olan, 2003; ; Singh et al., 
2005; Lw
in et al., 2014)
D
irect effect
H
1b
R
ational content
C
onsum
er perceived 
inform
ativeness
(G
oel et al., 1998;Singh &
 D
alal, 1999;R
aye et al., 2001;G
oel &
 D
olan, 2003;
Singh et al., 2005; Lw
in et al., 2014)
D
irect effect
H
1c
C
onsum
ers’ N
FC
C
onsum
er perceived 
inform
ativeness
(Petty &
 C
acioppo 1984; M
artin et al., 2005; Sicilia
et al., 2005; Putrevu &
 Lord, 
2003)
D
irect effect
H
1d
C
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ers’ N
FA
C
onsum
er em
otion
(M
aio &
 Esses, 2001; A
ppel &
 R
ichter, 2010; B
artsch et al., 2010)
Tw
o-w
ay interaction 
effect
H
2a
Em
otional content x 
R
ational content
C
onsum
er em
otion
(G
oel et al., 1998; G
oel &
 D
olan, 2001; H
oudé et al., 2001; G
oel &
 D
olan, 2003; 
R
aye et al., 2001;  Storbeck et al., 2004; Storbeck &
 C
lore, 2007)
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o-w
ay interaction 
effect
H
2b
Em
otional content x 
R
ational content
C
onsum
er perceived 
inform
ativeness
(G
oel et al., 1998; G
oel &
 D
olan, 2001; H
oudé et al., 2001; G
oel &
 D
olan, 2003; 
R
aye et al., 2001;  Storbeck et al., 2004; Storbeck &
 C
lore, 2007)
Tw
o-w
ay interaction 
effect
H
2c
R
ational content x 
C
onsum
ers’ N
FC
C
onsum
er perceived 
inform
ativeness
(Petty &
C
acioppo 1984; W
illiam
s et al., 2003; W
heeler et al., 2005; Lee &
 Thorson, 
2009; A
m
ichai-H
am
burger et al., 2008)
Tw
o-w
ay interaction 
effect
H
2d
Em
otional content x 
C
onsum
ers’ N
FA
C
onsum
er em
otion
(W
orth &
 M
ackie, 1987; Sm
ith &
 Shaffer, 1991
Larsen, 1992; W
atson, 2000; 
H
addock et al., 2008; Lee &
 Thorson, 2009)
Three-w
ay interaction 
effect
H
3a
Em
otional content x 
R
ational content x 
C
onsum
ers’ N
FC
C
onsum
er perceived 
inform
ativeness
(Petty &
 C
acioppo, 1986; Zhang, 1996; G
oel et al., 1998; G
oel&
 D
olan, 2001; 
H
oudé et al., 2001;R
aye et al., 2001;   G
oel &
 D
olan, 2003; Storbeck et al., 2004; 
Storbeck &
 C
lore, 2007)
Three-w
ay interaction 
effect
H
3b
Em
otional content x 
R
ational content x 
C
onsum
ers’ N
FA
C
onsum
er em
otion
(Isen &
Sim
m
onds, 1978; Isen et al., 1982;  M
aio &
 Esses, 2001; G
oel &
 D
olan, 
2003)
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x No study was identified that explicitly suggested that NFA should be directly 
related to consumers’ rational response. Interestingly, major studies in this 
area consider that NFC is associated with consumers’ rational response (e.g., 
Cacioppo & Petty, 1982, 1984; Williams et al., 2003; Wheeler et al., 2005; 
Lee & Thorson, 2009; Kraichy & Chapman, 2014). As such, within the thesis 
there was no hypothesis advanced regarding the association between these 
variables (i.e., NFA and consumer perceived informativeness).
x No study was identified supporting the interaction between consumer NFC 
and NFA. This thesis argues that the two separate enduring motives, 
consumer NFA and NFC work in parallel for consumers processing of 
emotional and rational content. If an interaction between NFA and NFC was 
hypothesised, this would imply that one personality trait influenced the 
other—that is, one trait might diminish the effect of the other trait. But in fact 
studies consider personality to be stable. So, no hypothesis regarding the NFC 
X NFA interaction was advanced. 
x In line with the criteria, first, there needed to be strong evidence in the 
literature that independent and dependent variables are associated. Second, 
there needed to be support that any change in an independent variable causes 
a change in the dependent variable, so that the direction of causality can be 
established. As suggested by William et al. (2002) and Davis et al. (2007),
therefore, neither of the interactions between NFA and rational content nor 
between NFC and emotional content were hypothesised. 
x As well, previous studies suggest that hypotheses of four way interactions are 
too complex to assess, so the interactions between emotional content X 
rational content X NFC X NFA were not hypothesised.
Considering the criteria suggested by Williams et al. (2002) and Davis et al. (2007),
as supported in the discussion of the literature and Table 3.1, this thesis hypothesised 
10 relationships:
x four direct effects of an independent variable on a dependent variable; 
x four two-way effects of independent variables on dependent variables; and
x two three-way effects of independent variables on dependent variables. 
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An additional six relationships exist given the full factorial design, but based on the 
literature there was no support for specific relationships, and thus these are not 
included as hypotheses. Three of these non-hypothesised relationships are embedded 
within the complex analysis and are, therefore, discussed as part of this. These non-
hypothesised relationships are:
x direct effect of NFC on consumer emotion
x two-way effects of rational content and NFC on consumer emotion
x partial analysis of four-way effect of emotional content, rational content, 
consumer NFC and consumer NFA on consumer response, the results of this 
partial four-way interaction allow the candidate to examine the matching 
(e.g., high NFA and high NFC respondents, with highly emotional and highly 
rational homepage content) and mismatching (e.g., high NFA and high NFC 
respondents, with low emotion and low rational homepage content) effects of 
personality variables and homepage content on consumer responses. 
 
3.3 Research questions
The conceptual model was designed to help address the following primary research 
questions:
x How do the distinct dimensions of emotional and rational homepage 
content affect consumer emotion and perceived informativeness? 
x How do consumers’ personality characteristics (NFC and NFA) and 
homepage content (rational and emotional) interact to influence consumer 
emotion and perceived informativeness?
These research questions were further broken down into the following sub-questions:
x Does consumer emotion vary for high and low levels of emotional 
homepage content?
x Does consumer perceived informativeness vary for high and low levels of 
rational homepage content?
x Does the effect of emotional content on consumer emotion vary at 
different levels of rational content?
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x Does the effect of rational content on perceived informativeness vary at 
different levels of emotional content?
x Does consumer emotion vary for high and low levels of consumer NFA?
x Does consumer perceived informativeness vary for high and low levels of 
consumer NFC?
x Does the effect of emotional content on consumer emotion vary for high 
and low levels of consumer NFA?
x Does the effect of rational content on perceived informativeness vary for 
high and low levels of consumer NFC? 
x Does the interaction effect of emotional and rational content on consumer 
emotion vary for high and low levels of consumer NFA (three-way 
interaction)?
x Does the interaction effect of emotional and rational content on consumer 
perceived informativeness vary for high and low levels of consumer 
NFC?
The following sections provide theoretical support for the hypotheses outlined in 
Table 3.1. Section 3.4 discusses the hypotheses pertaining to the direct effects of 
homepage content (rational and emotional) on consumer responses (emotion and 
perceived informativeness). Section 3.5 discusses the hypotheses pertaining to the 
direct effects of consumer personality (consumer NFC and NFA) on consumer 
responses (emotion and perceived informativeness). Section 3.6 discusses the 
hypotheses related to the two-way interaction of rational and emotional homepage 
content on consumer responses. Section 3.7 discusses the hypotheses related to the 
two-way interaction effects of one type of homepage content and one type of 
consumer personality on consumer responses (i.e., the two-way interaction effects of 
rational content and consumer NFC on consumer perceived informativeness; and the 
two-way interaction effects of emotional content and consumer NFA on consumer 
emotion). Section 3.8 discusses the hypotheses related to the three-way interaction 
effects of two types of homepage content and one type of consumer personality on 
consumer responses (i.e., the three-way interaction effects of emotional content X 
rational content X NFC on perceived informativenesss; and the three-way interaction 
effects of emotional content X rational content X NFA on consumer emotion).
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3.4 The direct effects of homepage content on consumer responses
3.4.1 The direct effect of emotional content on consumer emotion
Homepages can use emotional content to generate different levels of consumer 
pleasure, excitement and arousal (Singh & Dalal, 1999; Singh et al., 2005; Lwin et 
al., 2014). Previous studies have found that embedded positive emotional content on
a homepage can improve consumers’ processing by capturing their immediate 
attention. Singh & Dalal (1999) found that emotional content had a positive effect on 
consumers’ attitudes toward the homepage and sponsor, and encouraged them to 
further explore the site. Lee & Thorson (2008) found that consumer recall and 
attitude toward banners was consistently better when the homepage primarily used 
emotional content. Recently, Lwin et al. (2014) showed that hotel websites using 
emotional appeals tend to positively influence consumer attitudes towards hotels, 
attitudes towards websites and purchase intentions. Lwin et al.’s (2014) findings also 
indicated that emotional appeals are better at gaining and retaining consumers’ 
interest and attention. The marketing literature also suggests that emotional content 
generally engenders a high level of consumer recall (Choi & Thorson, 1983; Mehta 
& Purvis, 2006). 
However, all of these studies have assumed that the more pictorial elements there are 
on a homepage, the more the homepage is considered emotional; and the more text 
content, the more it is considered rational (Singh & Dalal, 1999; Kim, 2003; Singh et 
al., 2005). As was discussed in Section 2.3.4, this thesis represents a departure from 
previous studies, as in this thesis emotional and rational content on homepages are 
portrayed by using both pictures and text. A picture is emotional in that its visual 
attractiveness may capture consumers’ positive emotion (Bradley & Lang, 1999; 
Russell, 2003). Text, too, is emotional if it is entertaining, intimate and/or creative, 
thus arousing positive emotional consumer responses (Kensinger & Schacter, 2006). 
Text that is presented in a direct and engaging way has the power to make a 
homepage influence users’ emotions by reflecting their feelings (Cunningham, 
2008). Text can draw users into a site in the same way as having an actual 
conversation with another person (Cunningham, 2008).
For example, on a financial planning services homepage, a picture of a smiling 
customer interacting with an enthusiastic financial planner conveys an emotional 
appeal as this picture can be perceived as pleasant, heart-warming and inspiring. This 
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will in turn affect a consumer’s positive emotions, such as immediate interest, 
pleasure, excitement and arousal. At the same time, the homepage text might say that 
using the financial planner’s services will help consumers to fulfil their particular 
personal dreams—retire early and travel the world, buy their dream house, invest in a 
racehorse, etc.—and thus inspire interest, pleasure, excitement, and hope.
Importantly, as discussed in Section 2.3, an organisation can use both pictures and 
text to manipulate emotional content to generate varying levels of consumer 
pleasure, excitement and arousal. A homepage would be assessed as having a high 
level of emotional content when both embedded pictures and text are highly 
inspiring, positive, heart-warming, and pleasant. Pages would be assessed as having a 
low level of emotional content when embedded with a neutral (or no) pictures and 
neutral text, controlled to have limited emotional and rational content. 
Neurobiological evidence (Goel & Dolan, 2001; Goel & Dolan, 2003) suggests that 
when a consumer is exposed to emotional content, a part of the brain called the 
prefrontal cortex, specifically the ventromedial prefrontal cortex (vmPFC), is 
activated. When the emotional content is limited, the activation spreads slowly 
through a small area of the prefrontal cortex, resulting in a weaker effect on 
consumers’ emotions (Goel & Dolan, 2001; Goel & Dolan, 2003).
In contrast, with a high level of emotional content the activation of the ventromedial 
prefrontal cortex (vmPFC) spreads very quickly through the brain’s neural network. 
As a result, the high level of emotional content is processed rapidly, gets more 
attention, and becomes easily perceivable, which in turn stimulates inner arousal and 
pleasure (Goel & Dolan, 2001; Goel & Dolan, 2003). The generation of this kind of 
immediate automatic stimulation is one major objective of designing an engaging 
homepage. Positive consumer emotions have carry-over effects, with consumers 
being encouraged to move from the homepage to other pages in the website (Singh, 
1999; Singh et al., 2005; Lee & Thorson, 2009), and are more likely to ignore less 
relevant aspects of the homepage (Lee & Thorson, 2009).
This leads to the first hypothesis: 
H1a: A homepage with a high level of embedded emotional content will have a 
greater positive effect on consumer emotion than one with a low level of 
emotional content. 
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3.4.2 The direct effect of rational content on consumer perceived 
informativeness
Organisations use rational content in homepages to convey facts and objective 
information about their products to consumers (Singh & Dalal, 1999; Singh et al., 
2005; Lewin et al., 2014). Rational content can generate consumer understanding, 
meaningfulness and relevance, also known as consumer perceptions of the content’s 
informativeness (for a detailed discussion of consumer perceptions of content’s 
informativeness, see section 2.6). 
Previous studies have found that rational homepage content allows consumers to 
make judgments about the usefulness of the homepage in addressing their specific 
information needs (Lee & Thorson, 2009). Researchers have also found that rational 
homepage content is positively correlated with consumers’ attitudes and behavioural 
intentions toward the homepage (Singh & Dalal, 1999; Dalal et al., 2000; Singh et 
al., 2005). The marketing literature also suggests that in general, rational content is a 
good predictor of advertisement likeability and brand attitude (Aaker & Stayman, 
1992), acts as a signal of service quality (Olson, 1977; Zeithaml, 1988), and creates a 
better understanding of the brand, consequently helping consumers during the 
decision-making process (Berry et al., 1991). 
The great majority of previous studies indicate that the more text or verbal 
information that is included in a homepage, the more rational the homepage is 
perceived to be (Singh & Dalal, 1999; Kim, 2003; Singh et al., 2005). In contrast, 
this thesis argues that both pictures and text can be used to provide rational 
homepage content to consumers.
Text is used in a homepage to make factual statements and describe specific features 
about a product. For example, text in a financial planning homepage can provide a 
potential client with information, such as performance results over time, the number 
of clients the company has served in the past, to what extent the company has helped 
individuals increase their wealth, and so on. It can also provide evidence of the 
professional qualifications of the company’s financial planners. 
Similarly, a picture in a homepage can communicate rational content by portraying a 
product’s attributes, facts and claims. A picture used in a financial planning 
homepage can depict a service episode. For example, it could depict a professionally 
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groomed financial planner helping a client, the office equipped with state-of-the-art 
technology, including an image of an award from the Financial Planning Association 
on the wall (see Section 4.8.3 for further discussion). A prospective customer 
viewing this picture in a financial planning homepage is likely to believe that the 
financial planning service’s employees are competent, attentive and trustworthy, that 
the offices are well-appointed and modern, that the organisation is a member of a 
professional association, and that the organisation’s excellent performance has been 
recognised by that association. The image is designed to give meaning and relevance 
to the depicted situation.
Thus, a homepage embedded with both rational pictures and text can be used to 
affect consumers’ perceptions of the content’s informativeness based on the 
relevance and meaningfulness of the pictures and text. A homepage can be said to 
have a high level of rational content when it is embedded with pictures and text that 
are both highly factual, objective, logical and verifiable, and to have a low level of 
rational content when it is embedded with neutral pictures and text. 
Research in cognitive neuroscience has found that the effect of rational content on 
consumer responses differs according to the amount of energy transferred from the 
rational content to the brain’s dorsolateral prefrontal cortex (DLPFC) (Goel et al., 
1998; Raye et al., 2001; Goel & Dolan, 2003). From this, it is plausible to assume 
that a homepage embedded with a low level of rational content—that is, few facts 
and minimal evidence— requires less cognitive processing, as it uses less energy in 
the prefrontal cortex area of the brain. This reduces consumers’ understanding and 
evaluation of the content, and, therefore, it is perceived as less meaningful or 
relevant. 
In contrast, a homepage embedded with a high level of rational content—that is, 
many facts, claims and evidence, requires a high level of processing and energy in 
the DLPFC (Goel et al., 1998; Raye et al., 2001; Goel & Dolan, 2003). High 
cognitive brain activation allows consumers to engage, elaborate, and evaluate the 
content, generating more understanding, relevance, and meaning than low level 
rational content. In other words, consumer perceived informativeness would be 
greater with a high level of rational content than with a low level of rational content, 
which leads to the next hypothesis:
Chapter 3: The conceptual model 
83 
 
H1b: A homepage with a high level of embedded rational content will have a greater 
positive effect on consumer perceptions of the content’s informativeness than 
one with a low level of rational content. 
3.5 The direct effects of consumer personality on consumer responses.
3.5.1 The direct effect of NFC on consumer perceived informativeness
NFC is a personality trait reflecting the extent to which individuals are inclined 
towards effortful cognitive activities (Petty & Cacioppo, 1984) (see Section 2.4.2). 
Consumers with high levels of NFC enjoy thinking and problem-solving activities 
and are intrinsically motivated to expend cognitive effort (Petty & Cacioppo, 1984). 
Many studies in consumer psychology have found that consumers with high levels of 
NFC are more responsive to message quality (e.g., Cacioppo et al., 1986), have better 
recall of information (e.g., Kassin et al., 1990), generate more issue-related thoughts 
(e.g., Lassiter et al., 1991), exhibit stronger linkages between thoughts and judgments 
(e.g., Verplanken, 1989), and possess greater attitudinal persistence (Verplanken, 
1991). 
On the other hand, consumers with low levels of NFC are intrinsically less motivated 
to think, prefer to spend less effort on solving problems, and adopt a simple approach 
when evaluating and making judgements (Tuten & Bosnjak, 2001). When dealing 
with complicated issues they prefer to rely on the opinions of others, and when 
listening to others, they tend to base their reactions on others’ physical attractiveness 
(Petty et al, 1981) or the number of arguments that are included in the message (Petty 
& Cacioppo, 1984). Extensive research has found that, in general, consumers with 
low levels of NFC acquire information by using simple clues offered by their 
environment (Petty et al., 1981; Tuten & Bosnjak, 2001).
In the online context, Martin et al. (2005) found that consumers with high levels of 
NFC exert more effort in understanding and evaluating website content, and have 
more favourable reactions toward websites that combine complex textual elements. 
Low NFC consumers, on the other hand, prefer visual content. Sicilia et al. (2005) 
found that greater cognitive demands allowed high NFC web surfers to make 
informed decisions, and Putrevu & Lord (2003) identified that for high NFC users, 
thinking about product-related information motivated them to spend more time on 
processing website content.
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The evidence from studies in consumer psychology and website content, suggest that 
when consumers who are high in NFC are exposed to homepage content, they may 
naturally exert greater motivation and effort in evaluating the content, and their 
systematic elaboration of the content may generate more and deeper thinking. In 
contrast, consumers who are low in NFC when exposed to homepage content will 
exert little effort. According to previous studies, low NFC consumers probably 
process the content more heuristically, often through low level elaboration. 
It is, therefore, assumed that consumers with high NFC, with naturally exploring 
minds, will critically evaluate homepage content to derive more information, thereby 
increasing their understanding and meaning of the content. Conversely, consumers 
with low levels of NFC will exert little energy towards increasing their 
understanding and relevance of the content. This leads to the next hypothesis:
H1c: High levels of NFC will have a greater positive effect on consumers’ perception 
of the content’s informativeness than will low levels of NFC.
3.5.2 The direct effect of NFA on consumer emotion
Section 2.4.2 provided the justification for including consumer need for affect (NFA) 
to understand the effect of homepage content on consumer responses. Past research 
suggests that consumers vary in NFA levels (Maio & Esses, 2001; Appel & Richter, 
2010; Bartsch et al., 2010). Consumers with high levels of NFA regularly seek the 
experience of strong emotions, are keen to explore their own emotions, and believe 
that feeling strong emotions is generally beneficial. In contrast, consumers with low 
NFA levels prefer to experience less emotion, as they find emotions overwhelming 
and as far as possible they will avoid emotional situations.
Bartsch et al. (2010) suggest that high NFA individuals are more moved by an 
emotional movie, and experience more fascination, surprise, interest and other 
feelings, than are felt by low NFA individuals. Similarly, Appel & Richter (2010) 
found that individuals with high NFA experience the world of fiction more 
emotionally than people with low NFA. Maio & Esses (2001) found that a high level 
of NFA positively correlated with greater openness to experience (including greater 
tolerance for uncertainty and unstructured events) and sensation seeking (i.e., a 
tendency to experience and use emotions to guide behaviour) than people with a low 
level of NFA. 
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Given these findings, it can be assumed that when consumers are exposed to 
homepage content, they will respond with different levels of emotion depending on 
their NFA level. Specifically, when exposed to homepage content consumers with 
high NFA, who are predisposed to experience a high level of emotion, are more 
likely to feel a high level of pleasure, excitement and stimulation than consumers 
with low NFA. Thus, it is hypothesised that:
H1d: High levels of consumer NFA will have a greater positive effect on consumer 
emotion than will low levels of NFA.
3.6 Two-way interaction effects of emotional and rational content on 
consumer responses
Consumers’ process emotional and rational homepage content in parallel, as 
discussed in section 2.5. These simultaneous streams of information interact. The 
effect of the emotional content on consumer emotion and perceived informativeness 
is modified by the effect of the rational content, and vice versa. Specifically, the 
effect of one kind of homepage content on a consumer depends on the level of the 
other kind of content. This is known as the two-way interaction effect (Davis et al., 
2007). Based on extensive studies in marketing communication and on evidence 
from neurobiological research, this thesis advances two, two-way interaction 
hypotheses. First, there is an interaction effect of emotional X rational content on 
consumer emotion, and second there is an interaction effect of emotional X rational 
content on perceived informativeness. These are discussed in more detail in sections 
3.6.1 and 3.6.2.
3.6.1 Two-way interaction effect of emotional X rational content on consumer 
emotion
This thesis suggests that the effect of emotional homepage content (high or low) on 
consumer emotion may vary depending on the level of rational homepage content 
included. As discussed and hypothesised in Section 3.4.1, consumers’ exposure to a 
homepage embedded with a high level of emotional content activates the brain’s 
ventromedial prefrontal cortex (vmPFC) (Goel & Dolan, 2001; Goel & Dolan, 2003).
This activation accentuates strong arousal and excitement in consumers. Importantly, 
as discussed in Section 2.5, a consumer’s brain is also capable of processing rational 
content in parallel. Storbeck et al. (2004) and Storbeck & Clore (2007) strongly 
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suggest that such parallel processing occurs, as they found that even when consumers 
are excited or aroused, their brains can acknowledge, categorise and process rational 
content at the same time. 
As discussed in Section 3.4.2, high rational content has a greater positive effect on 
consumer perceived informativeness than low rational content; as such, high rational 
content requires a consumer’s focused attention and evaluation. Eventually, high 
rational content is more capable of transferring strong energy to the brain’s 
dorsolateral prefrontal cortex (DLPFC) (Raye et al., 2001) than low rational content. 
This increased DLPFC activation can impede consumer emotion (Goel & Dolan, 
2003). Accordingly, this thesis assumes that a consumer’s excitement, pleasure and 
arousal that results from processing high emotional content may be depleted by a 
conscious elaboration of high rational content. Within this thesis it is proposed that a 
high level of rational content on a homepage inhibits the positive consumer emotions 
produced by a high level of emotional content. 
In contrast, low rational content requires only minimal cognitive elaboration and 
focused attention (Raye et al., 2001). As noted in section 3.4.2, low level rational 
content is unable to strongly engage the DLPFC. In this situation, the strong emotion 
resulting from the processing of high emotional content would be capable of 
spreading throughout the larger prefrontal cortex area (Houdé et al., 2001),
sustaining the initial pleasurable excitement and arousal with little inhibition from 
the DLPFC (Houdé et al., 2001). It follows that the effect of high emotional content 
on consumer emotion will be increased in the presence of a low level of rational 
content on the homepage. 
As discussed in Section 3.4.1, the effect of low level emotional homepage content 
would be weaker or require slower brain activation, and might not generate any 
excitement and arousal, so might not vary with any level of rational homepage 
content. 
The following hypothesis is, therefore, raised:
H2a: Emotional and rational homepage content interact, such that a homepage 
embedded with a high level of emotional content combined with a low level of 
rational content will have a greater (positive) effect on consumer emotion than 
Chapter 3: The conceptual model 
87 
 
a homepage embedded with a high level of rational content; a homepage 
embedded with a low level of emotional content combined with any level of 
rational content will have an unvarying effect on consumer emotion.
3.6.2 Two-way interaction of emotional X rational content on consumer 
perceived informativeness
Section 3.4.2 argued that rational homepage content generates consumer perceptions 
of the content’s informativeness. A high level of rational content on a homepage 
would thus have a greater positive effect on consumer perceived informativeness 
than low rational content. According to past studies, consumers need to perform a 
cognitive elaboration of a homepage in order to evaluate high rational content. 
Importantly, this immediate cognitive elaboration could be interrupted by the arousal 
and excitement resulting from the parallel processing of a high level of emotional 
content; that is, arousal and excitement has the capacity to modify and regulate 
cognitive elaboration (Batra & Stayman, 1990; Bless et al., 1992; Oaksford et al., 
1996; Cohen et al., 2003). For example, Oaksford et al. (1996) found that consumers’ 
arousal, pleasure and excitement generated from emotional content reduced 
consumers’ reasoning and their judgement process. Bless et al. (2004) found that 
consumers in a positive mood performed poorly in deductive reasoning. Similarly, 
Batra & Stayman (1990) found that consumers’ positive emotional state decreased 
the depth of their rational information processing. Cohen et al. (2003) also found that 
consumers in a positive emotional state were involved in a top-down, less data-
driven and less thorough mode of processing. 
From these previous studies in consumer psychology with the supporting evidence 
from neurobiological studies, it can be assumed that the effect of a high level of 
rational content on consumers’ perceived informativeness would be influenced by 
the effect of a high level of emotional content. Thus, consumers’ perceptions of the 
content’s informativeness are weakened. 
On the other hand, when high rational content is combined with low emotional 
content, consumers’ perceptions of the content’s informativeness are not weakened. 
The low level of emotional content is less likely to interrupt the evaluation of the 
rational content, because (as discussed in Section 3.4.1) the processing of low 
emotional content does not actively engage the orbifrontal cortex, and has a limited 
capacity to interrupt the informativeness generated from high rational content.
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In contrast to a high level of rational content, the effect of a low level of rational 
content on consumers’ perceptions of the informativeness of the content will remain 
unchanged when combined with either a high level or low level of emotional content. 
This is because a low level of rational content requires only minimum understanding 
and elaboration—consumers’ engagement is almost effortless (Section 3.4.2). Thus, 
the effect of a low level of rational content on the perceived informativeness of a 
homepage is unlikely to vary whatever the level of emotional content. Thus, the 
following hypothesis is advanced:
H2b: Emotional and rational homepage content interact, such that a homepage 
embedded with a high level of rational content combined with a low level of 
emotional content will have a greater (positive) effect on consumer perceived 
informativeness than a homepage embedded with a high level of emotional 
content; a homepage embedded with a low level of rational content combined 
with any level of emotional content will have an unvarying effect on consumer 
perceived informativeness.
3.7 The two-way interaction effects of homepage content and 
consumer personality on consumer responses.
3.7.1 Rational content X NFC on consumers’ perception of the content’s 
informativeness
As discussed in Section 3.4.2, rational content influences consumers’ perceived 
informativeness. A homepage embedded with a high level of rational content should 
have a greater positive effect on consumer perceived informativeness than a 
homepage embedded with a low level of rational content. Studies in consumer 
psychology (e.g., Cacioppo & Petty, 1982, 1984; Williams et al., 2003; Wheeler et 
al., 2005) and online marketing communication (Lee & Thorson, 2009; Kraichy & 
Chapman, 2014) suggest that the effect of rational content on consumers’ responses 
may vary depending on consumers’ levels of NFC. 
A resource-matching perspective suggests that the persuasive impact of a 
communication message is maximized when the resources allocated to processing 
the communication match those required for specific types of consumer personality
(Peracchio & Meyers-Levy, 1997). Several past resource-matching studies (e.g., 
Cacioppo & Petty, 1982, 1984; Williams et al., 2003; Wheeler et al., 2005; Lee & 
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Thorson, 2009; Kraichy & Chapman, 2014) have considered the theory of 
confirmation bias to explain consumer preferences for high or low levels of rational 
content based on their level of NFC. Confirmation bias is a cognitive bias of 
individuals to seek out and assign more weight to information that confirms their pre-
conceptions (Jonas et al., 2001) or expectations (McMillan & White, 1993), while 
ignoring or giving little weight to information that could disconfirm their pre-
conceptions. These studies have shown that the effect of rational content on 
consumer cognitive responses is intensified when a high or low level of rational 
content matches a consumer’s corresponding high or low NFC level. Wheeler et al. 
(2005) found that for consumers with high levels of NFC, strong factual 
advertisement message details were more successful in eliciting attitude change 
towards an advertised product than for consumers with low levels of NFC. Williams 
et al. (2003) designed health messages tailored to create awareness of breast cancer 
and found that a brochure emphasising facts and details related to cancer was most 
LQÀXHQWLDODPRQJFRQVXPHUVZLWKKLJKOHYHOVRI1)&,QFRQWUDVWDVLPSOHUEURFKXUH
presenting information about cancer using fewer details was more persuasive for 
consumers with low levels of NFC. 
Importantly, in the online communication context, Lee & Thorson (2009) found that 
consumers with high levels of NFC preferred the presence of banner advertisements 
when the dominant content of the page was rational, than did consumers with low 
levels of NFC. Kaynar & Amichai-Hamburger (2008) found that consumers with 
high NFC saw high rational content as an important factor in creating persuasive 
websites, as distinct from consumers with low NFC. Kraichy & Chapman, 2014
investigated how matching the messages on a recruitment website to participants’ 
NFC affected potential employees’ preferences to apply for jobs. They found that job 
VHHNHUVKLJKLQ1)&OHYHOVZHUHOHVVLQÀXHQFHGE\SHULSKHUDOFXHVVXFKDVWKH
friendliness of the recruiter and more focused on the central characteristics of the job 
(i.e., informational components).
These findings from consumer psychology and online marketing communication 
strongly suggest that high rational content (i.e., comprising facts, claims and 
evidence) demands deliberate, complex and effortful consumer evaluation. This is 
appropriate to high NFC consumers who prefer to engage in intellectual effort and 
are naturally motivated to seek more information and partake in logical reasoning 
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(Cacioppo & Petty, 1982; 1984). These consumers will perceive highly rational 
homepage content as relevant and meaningful, resulting in enhanced learning, 
understanding and knowledge about the content. In contrast, low levels of rational 
content offering limited or simple information that needs little elaboration would less 
successfully meet the needs of consumers with high NFC. As high NFC consumers 
would not have to exert any effort to process low rational content, they would be less 
likely to perceive low level rational content as useful or relevant, and eventually will 
find it less informative.
Low levels of rational content reduce the need for extensive elaboration, and such 
content is more applicable for consumers who are low in NFC who avoid cognitive 
tasks and prefer not to think too hard. Cacioppo & Petty (1982, 1984) suggest that 
when consumers who are low in NFC process low rational content, the outcome of 
this processing is implicit learning, not in-depth learning. Therefore, even though the 
content matches the personality trait, this congruency may not increase consumers’ 
understanding and learning of the homepage content. Thus, it is hypothesised that:
H2c: Rational homepage content and consumer NFC interact, such that a homepage 
embedded with a high level of rational content will have a greater positive 
effect on the perception of the content’s informativeness for consumers with a 
high level of NFC than it will for consumers with a low level of NFC.
3.7.2 Emotional content X NFA on consumer emotion
Studies in marketing communication and consumer psychology (Haddock et al., 
2008; Conner et al., 2011; Lee & Thorson, 2009) suggest that the effect of emotional 
content on consumer emotion may vary depending on consumer personality. 
Haddock et al. (2008) tested hypotheses regarding consumers’ level of NFA having 
differential effects on receptivity to emotion-based persuasive messages. They found 
that consumers with high levels of NFA recognised a greater amount of information 
than consumers with low levels of NFA. Consistent with this finding, a health 
communication study by Conner et al. (2011) found that an affective message was 
particularly effective at increasing exercise behaviour in high NFA consumers as 
compared to low NFA consumers. In advertising research, Moore et al. (1995) 
demonstrated that when individuals are exposed to emotional advertising messages, 
those high in affect intensity generate stronger emotional responses than those low in 
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affect intensity; but when the message is low in emotional content, emotional 
responses do not differ across the affect intensity levels. 
Importantly, in the online communication context, Lee and Thorson (2009) tested 
consumer need for emotion (NFE, a personality variable somewhat similar to NFA) 
as a moderator when they investigated consumers’ responses to emotional or rational 
web content. They found that in the context of highly emotional webpages, 
consumers with high levels of NFE showed more positive attitudes toward banner 
advertisements and indicated greater purchase intentions than consumers with lower 
NFE. These studies indicate that high emotional content better addresses the needs of 
consumers with high levels of NFA than it does for consumers with low levels of 
NFA. As discussed in Section 3.4.1, a homepage embedded with a high level of 
emotional content generates greater (positive) consumer emotion. 
Given the evidence from previous studies, especially from the resource matching 
perspective, it is proposed that for high NFA consumers, the effect of high emotional 
content will be intensified since the high emotional content is congruent with high 
NFA consumers’ natural motivation and openness to receive and enjoy high levels of 
arousal and pleasure. In other words, the processing of high emotional content fulfils 
high NFA consumers’ immediate gratification for enjoying a high level of emotion, 
and results in a higher level of excitement, interest and pleasure (Maio & Esses, 
2001; Appel & Richter, 2010; Bartsch et al., 2010). 
In contrast, as discussed in Section 3.4.1, a homepage with a low level of emotional 
content has a weaker effect on consumer emotion, therefore, this kind of content is 
not addressing the needs of high NFA consumers who are motivated to seek out and 
enjoy a high level of emotion. Studies have shown that having a high level NFA is 
incongruent with being presented with a low level of emotional content (Maio & 
Esses, 2001; Appel & Richter, 2010; Bartsch et al., 2010). This incongruence may 
motivate high level NFA consumers to resist the processing of the content, with the 
result that, in the absence of any triggering event, they may experience low level 
emotion (Larsen, 1992; Watson, 2000). 
Consumers with low levels of NFA characteristically avoid or ignore emotionally 
laden events or stimuli, and may overestimate the effect that emotional content may 
have on them (Srull, 1983; Petty & Cacioppo 1986). Thus, their excitement or 
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arousal level will remain unchanged when exposed to a high level of emotional 
content. A low level of emotional homepage content is congruent with the motivation 
of a low NFA consumer, but this match is unlikely to have an effect on that 
consumer’s emotion, as extensive research has found low NFA consumers to be 
passive across various scenarios (Srull, 1983; Cacioppo, 1986). Thus, it is 
hypothesised that:
H2d: Emotional content and consumer NFA interact, such that a homepage 
embedded with a high level of emotional content will have a greater positive 
effect on consumer emotion for consumers with high levels of NFA than it will 
for consumers with low levels of NFA.
3.8 Three-way interactions
3.8.1 Emotional content X rational content X NFC on perceived 
informativenesss
As was identified in Section 3.6.2, the interaction between emotional and rational 
homepage content may affect consumer perceived informativeness. This two-way 
interaction effect may be further influenced by consumers’ NFC levels, generating a 
three-way interaction of emotional content, rational content, and consumer NFC on 
consumer perceived informativeness.
As discussed in Section 3.5.1, when high NFC consumers process a high level of 
rational content, their perceived informativeness increases because the quantity and 
quality of cognitive resources presented on a homepage matches their natural 
motivation to seek information. At the same time, their parallel processing of high 
emotional content may inhibit their perceived informativeness, despite the high level 
of rational content on a homepage. This paradoxical result (discussed in Section 
3.4.1) is due to the processing of high emotional content; the emotional content 
quickly attracts attention and is easily perceivable (Goel et al., 1998), which in turn 
stimulates inner arousal and pleasure (Goel et al., 1998).
The findings of previous studies (Worth & Mackie, 1987; Smith & Shaffer, 1991) in 
marketing communication strongly suggest that a high level of emotional content can 
act as a thought disruptor, distracting consumers’ attention from processing high 
rational content. Further evidence from the cognitive capacity theory (i.e., the total 
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amount of information the brain is capable of retaining at any particular moment)
(Isen et al., 1982; Mackie et al., 1992) suggests that for high NFC consumers, any 
distraction due to processing high emotional content may impair their cognitive 
capacity. In other words, when a homepage is embedded with high emotional 
content, it could inhibit high NFC consumers to elaborate. So even in the presence of 
high rational content, the simultaneous presence of high emotional content could 
lower high NFC consumers’ motivation for processing the rational content. This 
renders them less likely to elaborate the homepage content and consequently they 
judge the homepage content to be less meaningful and relevant. This means that a 
homepage with high levels of both emotional and rational content would 
significantly affect high NFC consumers’ perceived informativeness. 
In contrast, low emotional content has far less capacity to capture high NFC 
consumers’ attention (Section 3.4.1); a consumer’s exposure to low emotional 
content only activates a small area of the prefrontal cortex, resulting in a weaker 
effect on attention (Houdé et al., 2001). Thus, low emotional content may not inhibit 
high NFC consumers from elaborating high rational content, and consequently high 
NFCs can efficiently extract information from high-level rational content. Presented 
with a homepage incorporating the optimal range of information—a high level of 
rational content and a low level of emotional content—high NFC consumers should 
be able to capture and evaluate the given evidence and facts, substantially increasing 
their knowledge and understanding of the content.
The discussion of hypothesis 2a (i.e., Section 3.6.1) indicated that low-level rational 
content offers limited information for elaboration, and thus is incongruent with high 
NFC consumers’ natural motivation for deeper evaluation. This results in content 
potentially being perceived by consumers as less useful or less relevant. When low 
rational content is combined with high emotional content (which as argued 
previously has the capacity to impair high NFC cognitive processing), the 
combination could reduce high NFC consumers’ motivation for effortful thinking, 
and the homepage would consequently have no significant effect on consumer 
perceived informativeness.
Low NFC consumers avoid cognitive tasks and prefer not to think deeply (see 
Section 3.5.1), so low levels of emotional content are more congruent for them. 
Importantly, previous studies (Petty & Cacioppo, 1986; Zhang, 1996) have found 
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that low NFC consumer processing of low emotional content has a positive effect on 
consumers’ attitudes towards advertisements and websites. However, no strong 
evidence has been found that consumer processing of low rational content increases 
consumers’ cognitive elaboration or quality of thinking. Thus, for low NFCs, low 
rational content with any level of emotional content would have no effect on 
perceived informativeness. 
A high level of rational content on a homepage demands systematic and analytical 
processing or elaboration (Petty & Cacioppo, 1986). Consequently, low NFC 
consumers would not be motivated to make an effort to process high rational content, 
so would not increase their understanding or learning. In addition, there is no 
evidence to suggest that processing a high level of emotional content has any 
differential effect on low NFC consumers’ perceived informativeness. Given these 
past works, it is predicted that for low NFC consumers, high rational content 
embedded with any level of emotional content would not significantly affect 
consumers’ perceived informativeness. Therefore, it is hypothesised that:
H3a: Emotional and rational homepage content and consumer NFC interact, such 
that for consumers with high levels of NFC, a homepage embedded with a high 
level of rational content combined with a low level of emotional content will 
have a greater positive effect on consumer perceived informativeness than a 
homepage embedded with a high level of rational content combined with a high 
level of emotional content. For consumers with any level of NFC, a homepage 
embedded with a low level of rational content combined with any level of 
emotional content will not effect consumer perceived informativeness.
3.8.2 Emotional content X rational content X NFA on consumer emotion
As is discussed in Section 3.6.2, the interaction between emotional and rational 
homepage content may affect consumer emotion. This thesis suggests that there will 
be a two-way interaction between emotional and rational content on consumer 
emotion, and that this will interact with consumers’ NFA levels, generating a three-
way interaction of emotional content, rational content, and consumer NFA on 
consumer emotion. 
As noted in Section 3.5.2, the interaction effect of homepage content on consumer 
emotion can vary according to consumers’ NFA level. Hypothesis 2d advanced that 
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high NFA consumers would experience greater (positive) emotion than low NFA 
consumers when processing high emotional content. Importantly, for high NFA 
individuals, the strong arousal and excitement generated from processing high 
emotional content may inhibit them from simultaneous processing of high rational 
homepage content. Past studies (Worth & Mackie, 1987; Smith & Shaffer, 1991)
have argued that consumers’ positive emotion may impede their cognitive ability or 
motivation to process rational content. 
Studies in consumer mood maintenance theory (i.e., consumers have a tendency to 
protect and prolong the positive mood, which leads to reduced effort in the cognitive 
processing of the given content) (Isen & Simmonds, 1978; Maio & Esses, 2001)
explicitly focus on this issue. The dominant conclusion of these studies is that 
consumers who are feeling good from processing emotional content want to maintain 
their current pleasurable feelings. It can then be assumed that high NFA consumers, 
who are highly motivated to enjoy emotional content, are less willing to think about 
or elaborate other material that could potentially reduce their current pleasant feeling. 
Interestingly though, Houdé et al., (2001) and other studies in parallel processing 
claim that even though a consumer’s immediate arousal and excitement may impair 
their cognitive response, the brain still appears to acknowledge the existence of high 
or low rational content to some extent. More specifically, consumers with high levels 
of NFA would simultaneously process high or low rational content even in the 
presence of high emotional content. Eventually, the simultaneous processing of high 
rational homepage content (strong facts, evidence and claims) focuses the attention 
of high NFA consumers, and is thus potentially capable of exerting moderate to 
strong energy in the brain’s dorsolateral prefrontal cortex (DLPFC). This means that 
the initial feelings of pleasure and arousal from processing high emotional content of 
consumers who are high on NFA (which they want to maintain) may in fact be 
disrupted by the elaboration of high rational content. That is, the high NFA consumer 
excitement, arousal and pleasure generated from the processing of high emotional 
content may be reduced by the processing of high rational content.
On the other hand, the simultaneous processing of low rational content may not 
inhibit the feelings of strong excitement and pleasure experienced by high NFA 
consumers when processing high emotional content. This is because, as discussed 
earlier (see section 3.4.2), low rational content requires less focused attention than 
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high rational content. Consequently, less energy is exerted in the brain's dorsolateral 
prefrontal cortex (DLPFC), and it has limited capacity to impair or reduce high NFA 
consumers’ processing of high emotional content. It follows that for consumers with 
a high level of NFA, a homepage embedded with high emotional content and low 
rational content would have a stronger effect on consumer emotion. 
A low level of emotional content on a homepage has a limited capacity to produce 
strong consumer emotion, because this content is incongruent with high NFA 
consumers’ motivation to enjoy intense emotion (see Hypothesis H2d for discussion). 
A homepage with low emotional content combined with any level of rational content, 
even very low rational content is unlikely to accentuate positive emotion in high 
NFA consumers. On the other hand, low NFA consumers can overestimate the effect 
that high emotional content might have on them (H2d). This explains why low NFA 
consumers may not be excited or aroused when high emotional content is combined 
with any level of rational content. 
Finally, low NFA consumer motivation matches low emotional content; importantly, 
however, as discussed in Hypothesis1a, low emotional content has a limited capacity 
to influence consumer emotion, so low emotional content with any level of rational 
content will not accentuate strong consumer emotion. Based on this discussion, this 
thesis hypothesises that:
H3b: Emotional and rational homepage content and consumer NFA interact, such 
that for consumers with high levels of NFA, a homepage embedded with a high 
level of emotional content combined with a low level of rational content will 
have a greater positive effect on consumer emotion than a similar homepage 
embedded with a high level of rational content. For consumers with either high 
or low levels of NFA, a homepage embedded with a low level of emotional 
content combined with any level of rational content will not have an effect on 
consumer emotion.
3.9 Conclusion to the chapter
The literature pertaining to homepages, consumer psychology and marketing 
communication was reviewed and discussed to develop and justify the research 
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questions, conceptual model and related hypotheses that form the foundation of this 
thesis. Chapter 4 describes the research method used in this thesis.
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Chapter 4: Research methodology
4.1 Introduction
Chapter 3 introduced and discussed the conceptual model developed by the 
candidate, which overviews the theoretical foundations of this thesis (drawing on the 
literature presented in Chapter 2) and justifies the research hypotheses to be tested in 
the thesis. The aim of chapter 4 is to describe the methodology that is appropriate for 
the effective testing of these hypotheses. The primary objective of this thesis was to 
investigate cause and effect relationships of the four independent variables: (a) 
emotional homepage content (high and low levels), (b) rational homepage content 
(high and low levels), (c) consumers’ NFC (high and low levels), and (d) consumers’ 
NFA (high and low levels) on the two dependent variables: (a) consumer emotion 
and (b) consumer perceived informativeness. 
To examine these relationships, the candidate used a design that allowed statistical 
analyses to establish cause-effect relationships. The main experiment used a 2x2x2x2 
post-test-only full-factorial design (discussed in detail in Section 4.2). To 
operationalise the factorial experimental design, homepages with high and low levels 
of emotional and rational content were developed, and consumers’ NFA and NFC 
were measured (to allow them to be randomly allocated to the experimental 
conditions) before undertaking the main experiment in which the hypothesised 
relationships were tested. This process required that data were collected in four 
distinct stages. 
In stage one, pictures from a commercial agency were purchased and text was 
developed by the candidate to be pre-tested (pre-test 1). This was to assess these 
materials’ emotional and rational appeal, using a sample of consumers sourced 
through an online panel. In stage two, pictures and text, selected based on the results 
of pre-test 1, were combined to develop sample homepages. These sample
homepages were then tested in pre-test 2, with a second sample of respondents, to 
assess their emotional and rational content, as well as whether the homepages were 
perceived to be realistic. In stage three, a third set of respondents were sourced and 
based on their responses to the questionnaire, they were grouped according to their 
levels of NFC and NFA. Respondents from stage 3 and the selected webpages from 
pre-test 2 were then used in stage 4, the main experiment, where each respondent 
Chapter 4: Research methodology
99 
 
randomly assessed one stimuli condition. In all four stages, the reliability and 
validity of the different instruments used were tested.
This chapter is organised as follows: Section 4.2 provides the justification for the 
experimental design; 4.3 discusses the population and samples, and justifies data 
collection using online panels; 4.4 introduces the four data collection stages in this 
thesis; 4.5 gives details of the instruments for measuring the variables; 4.6 describes 
the statistical tests used, including validity and reliability tests; 4.7 discusses the data 
analysis procedure; and 4.8 through 4.11 gives details of the four stages. Section 4.12 
provides the summary of the chapter.
4.2 Justification for research design
This thesis employs an experimental design, which the candidate argues is an 
appropriate method for data collection to evaluate how different consumer 
personality traits, NFA and NFC, interact with emotional and rational homepage 
content. An experimental study is a research approach “in which conditions are 
controlled so that an independent variable(s) can be manipulated to test a hypothesis 
about a dependent variable” (Zikmund, 2000, p. 308). A controlled condition in 
research settings means that there are no effects of unseen factors (i.e., variables that 
are not known to the researcher). The use of controlled situations helps the researcher 
to evaluate the causal relationships among variables (Hair et al., 2005; Poon & Low, 
2005). An experimental design allows the interaction between more factors to be 
examined (Bryman, 2004; Lipsey, 1990) and provides greater confidence that an 
association does indeed exist between the variables of interest (Ginter, 1981).
The research objectives of this thesis require a deep understanding of the influence of 
causes (homepage content and consumer personality) on effects (consumer 
responses). The experimental design is intended to reveal how changes in the levels 
of emotional and rational homepage content affect consumer responses for different 
types of consumer personality (consumer NFC and NFA). The experimental design 
makes it possible to manipulate the levels of emotional and rational homepage 
content (i.e., high and low), and allows an examination of whether there are 
differences based on consumers’ varying characteristics. 
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The experimental approach is also useful because the associated level of explicitness 
in the data collection increases the possibility of predicting consumer responses that 
occur in the experimental setting by neutralising the effects of other factors 
(Cochran, 1992). This is because experimentally generated homepage content can 
enhance internal validity by (a) offering substantial control over how respondents 
perceive the content (Bryman, 2004; Lipsey, 1990), and (b) by minimising random 
interference (due, for example, to differences in personal circumstances, etc.) in the 
dependent variables with a universal setting for all respondents (Cook & Campbell, 
1979; Churchill, 1995). The experimental design can allow for more convincing 
evidence of causal relationships than other designs can provide (Cooper & Emery, 
1995). 
This thesis implemented a factorial design to investigate the effect of independent 
variables on dependent variables. A factorial design is “one in which all possible 
combinations of the levels of two or more treatments occur together in the design” 
(Kirk, 1995, p. 364). Since the examination of all possible combinations is possible 
at one time, factorial designs are most widely used in behavioural sciences 
(Malhotra, 2004). A factorial design has several advantages. First, factorial designs 
enable researchers to study the effects of two or more interdependent hypotheses or 
variables (factors) simultaneously (Montgomery, 2008). Second, factorial designs are 
more economical in respect to the number of subjects needed to run them and the 
total experimenter effort required than if studying each factor separately. This is 
because factorial experiments evaluate each factor simultaneously (Black, 2009), and 
thus fewer respondents are needed overall. Third, if factors are investigated over a 
wider range of conditions, greater generalisability of the results is achieved (Keppel, 
1991). Fourth, and perhaps the most important advantage, factorial designs 
comprehensively allow for the examination of interactions between factors, making it 
possible to understand how different combinations of variables can affect 
combinations of other variables (Mukerjee & Wu, 2006). In the marketing context, a 
factorial design is argued to be an effective and economical way of gaining 
knowledge, which can assist marketing decisions, providing powerful information 
about interaction effects not possible with any series of individual experiments 
(Green, 1973). 
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This thesis has been designed to take into account high and low levels of emotional 
and rational homepage content and the interactions between them; it also includes 
two personality variables (consumer NFA and NFC) to understand how the 
association between homepage content and consumer response differ for high versus 
low levels of consumer NFA and NFC. A factorial design can consider all of these 
factors simultaneously. Hence, this thesis employed a 2 x 2 x 2 x 2 post-test-only 
factorial design with the following factors: (1) emotional homepage content (high 
and low), (2) rational homepage content (high and low) (3) consumers’ NFC (high 
and low) and (4) consumers’ NFA (high and low).
The main experiment employed a 2x2x2x2 post-test-only factorial design, and from 
the 16 possible relationships, 10 relationships, based on prior theory, were 
hypothesised. An additional six relationships exist given the full factorial design, but 
based on the literature there was no support for specific relationships, and thus these 
are not included as hypotheses.  Three non-hypothesised relationships are embedded 
within the complex analysis and are, therefore, discussed as part of this. 
4.3 Determining the population
4.2.1 Criteria for selection
The population of interest in this thesis was based on two criteria: 
1. Males and females had to have some Internet experience. Where, Internet 
experience is characterised by (a) owning, or being familiar with, a personal 
computer with Internet access; and (b) having an instrumental orientation—
knowledge, skills, or practice derived from using the Internet. This criterion 
was important, since (a) the field of study involved an evaluation of the 
homepage content of financial services websites, so respondents had to at 
least recognise a homepage; and (b) the research was undertaken online, so 
respondents had to have access to a personal computer and possess sufficient 
Internet skill to be able to navigate the material.
2. Participants had to be living in Australia and had to be aged 30 years or over. 
The age limit was appropriate, because (a) people aged 30 and over are more 
likely to want information about financial planning services (Lewis & Messy, 
2012), whereas those under 30 generally have fewer savings and are less 
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likely to need this kind of information; (b) empirical research by Lewis & 
Messy (2012) has found that people over 30 are more literate and 
knowledgeable about financial planning services, and 83 per cent of this age 
group use the Internet as their primary information source when searching 
information on such services; and finally (c) this age group qualifies for the 
minimum age of ethics approval, i.e., 18 years and over. Moreover, very few 
students are reflective of the target market for financial services, given the 
younger age of most undergraduate students. As such, using non-students 
enhanced the external validity of the study.
4.4 Data collection method
4.4.1 Online panels
For all stages of data collection, the samples were recruited from an online panel of 
people who were registered to occasionally receive invitations to participate in online 
surveys. There are many good reasons for employing online panels for data 
collection.
4.4.1.1 Advantages
Online panels have distinct advantages over other data collection methods. An online 
panel is likely to generate a high response rate (Pope et al., 1997; Ilieva et al., 2002; 
Evans & Mathur, 2005) because panel members, by registering in advance, show that 
they are willing to participate and agree to the conditions of surveys, etc. Other 
advantages for the researcher are that online panel members provide their feedback 
regularly within a given time (Lohse et al., 2000) and all studies (Pope et al., 1997; 
Ilieva et al., 2002; Evans & Mathur, 2005) evaluating online panels are in agreement 
that a panel generates faster responses than other forms of data collection, and is 
much less expensive (Pope et al., 1997; Ilieva et al., 2002; Evans & Mathur, 2005)
An important advantage of online panels is that the panel company knows a good 
deal about its individual members, and this information can be used to select 
appropriate respondents (Baker et al., 2010). This avoids the problem of “random 
incidence” (Hesser, 2008, p. 26). Random incidence is a problem when a specific 
population is needed, and many more individuals have to be randomly selected and
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screened for relevance than are actually required for the experiment. As Hesser 
(2008) says, “looking for a specific population is like trying to find a needle in a 
haystack” (p. 26). This is as well as being time-consuming and costly. By using the 
online panel, the candidate could directly reach people with Internet experience in 
the 30 years and over age group. Similarly, time can be saved since existing 
background information need not be repeated (Goodwin, 2010). 
Online panel companies use a database to store information about each respondent of 
each survey and generate a unique code for each respondent. A researcher can easily 
reach respondents via the panel company, which makes the management of a large 
sample simpler, cheaper and far less time-consuming. Additionally, this facility 
results in fewer respondents being lost over the course of an experiment than with 
other methods. For example, research in psychology (Leong & Austin, 2006) has 
found that nearly two-thirds of initial respondents do not participate in follow-up
trials. The online panel company sends regular emails to its respondents and their 
motivation to complete questionnaires can be enhanced by financial incentives
(Evans & Mathur, 2005; Ilieva et al., 2002).
For the candidate, the advantage of this facility was of particular importance. The 
reason being that, as discussed in Section 4.10, the main study comprised two stages 
of data collection. The main experiment (stage 4) was undertaken two weeks after 
stage 3, as stage 4 required individuals with specific levels of NFA and NFC (for 
example, high NFA/high NFC or low NFA/high NFC), so in Stage 3 of the current 
study, personality data from the respondents were collected and their NFC/NFA 
levels were determined. In the main experiment (stage 4), conducted two weeks after 
stage 3, different levels of homepage content (the experimental treatment) were 
distributed to respondents with known NFC and NFA levels. If these specifically 
selected individuals had not completed stage 4, the sample for given combinations of 
personality characteristics would have been too small, leading to an underestimation 
of effect sizes and a reduction in statistical power. The facility for tracking the 
respondents using a unique code provided by the online panel was essential for 
pursuing respondents from this stage to the main experiment.
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4.4.1.2 Disadvantages and mitigating factors
Even though online panels have various advantages, researchers have argued that 
they have some problematic characteristics also.
First, Goritz (2004) argues that the composition of online panels may not accurately 
represent the general population. This is only a problem if the researcher needs to 
sample the general population (Wansink, 2001), and in any case, the panels are 
usually sufficiently large to enable nationally represented samples to be drawn 
(Wansink, 2001). As long as the respondents match the sampling criteria, the use of 
panels is not a problem as far as representation is concerned (Meuter et al., 2000). 
Second, Goritz (2004) also argues that because members of an online panel share 
certain demographic characteristics—for example, they enjoy completing 
questionnaires, have online access, or have free time on their hands—this could lead 
to a biased sample. However, all methods of sample selection are potentially biased 
and according to online panel researchers (e.g., Bowers, 1998; Wansink, 2001; 
Wansink & Sudman, 2002), the best way to minimise the possibility of any bias is to 
use demographically screened online panellists. Bowers (1998) in particular 
recommends panels because quotas and screening can help to target the relevant 
respondents in a demographically balanced manner. In addition, panellists will have 
been screened for online activities, and answered demographic and other background 
questions.
Third, Evans & Mathur (2005), argue that online panels can be subject to panel 
conditioning (i.e., when respondents become too used to completing questionnaires) 
and panel attrition (i.e., when respondents become bored with completing 
questionnaires and churn). However, Goritz (2004) found that panel conditioning 
was not the result of either the frequency with which a panel member participated in 
surveys or the length of time that an individual had been a member of an online 
panel. With regard to panel attrition, Lohse et al. (2000) found that offering 
incentives could reduce churn. Moreover, it is possible to block panel members who 
have recently participated in research on a similar subject, so panel members 
generally participate in a wide range of surveys, greatly lessening the incidence of 
both kinds of threats (Dennis, 2001).
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4.4.2 Selecting a panel provider
In evaluating panel providers, it is important to ensure that they adhere to industry 
standards regarding panel management, such as complying with the Australian 
Market and Social Research Society (AMSRS) panel guidelines. The selected panel 
also needs to have appropriate profiles of members regarding demographic and 
socio-economic characteristics. The provider’s maintenance of appropriate panel 
membership by recruiting members through multiple channels to ensure the widest 
coverage is also important. Only panel providers meeting these criteria were 
approached for quotes for data collection for this thesis.
4.4.3 Web-based surveys
In all four stages of the thesis, data were collected through web-based surveys 
(Reips, 1998, 2001). In a web-based survey, respondents enlisted by the online panel 
provider access the survey from their own computers, as if seated in front of a 
computer in a laboratory—the only exception being that the experimental 
information, normally only visible on the laboratory computer’s monitor, can now be 
transferred to a respondent’s screen anywhere in the world (Birnbaum, 2004). 
Responses are captured by mouse clicks and registered by the webserver. 
When deciding on a data collection method, researchers need to consider the relative 
costs, speed, flexibility, convenience, coverage, sample control, response rate and 
data quality. The following sections 4.4.3.1 and 4.4.3.2 provide an overview of the 
literature pertaining to the advantages and disadvantages of web-based 
questionnaires. Many of the weaknesses of web-based surveys referred to in the 
literature have been controlled for in this thesis. 
4.4.3.1 Advantages of using web-based survey
Ease of control: a web-based survey provides greater flexibility and control in 
systematic questionnaire presentation (Cavana et al., 2001) than a lab-based 
experiment. It allows the researcher to (i) randomly assign questionnaires to 
respondents, (ii) control the number of respondents by using the quota function, (iii) 
randomise the order of questions in a block. These options help the researcher to 
avoid potential recency, primacy and order effects generated by the presentation of 
stimuli and response items. 
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Natural setting: the behaviour of respondents in the unrealistic context of a 
laboratory might produce results that differ from their usual behaviour. Respondents 
are in a sterile, often unfamiliar place where they might well behave unnaturally 
(Martin, 1996; Krantz & Dalal, 2000). In a web-based survey, the respondents 
remain in a familiar place, i.e., at home or work (Anderson & Bushman, 1997) to 
complete questionnaires. 
Speed of distribution and response: a web-based survey can be distributed more 
quickly than a postal, face-to-face or phone survey, and the data collection time is 
generally shorter (Pope et al., 1997; Cavana et al., 2001). 
Cost: web-based surveys are less costly to administer than mail surveys (Weible & 
Wallace, 1998), particularly when large samples are involved (Malhotra et al., 2006), 
since they dispense with paper, envelopes, envelope stuffing, postage and data 
collating (Dommeyer & Moriarty, 2000; Ilieva et al., 2002). Wygant & Lindorf 
(1999) estimated that the budget for electronic administration was one-sixth of the 
cost of mail survey administration.
Ease of data analysis: using a web-based survey reduces the time needed to tabulate 
results as responses are automatically stored in databases and can easily be uploaded 
into analytical software (Evans & Mathur, 2005; Ilieva et al., 2002; Wilson & 
Laskey, 2003), thus avoiding transcription errors (Ilieva et al., 2002).
Monitoring: the researcher can monitor data patterns and intervene if any major 
problems become apparent in the early stages of data collection (Parasuraman & 
Zinkham, 2002).
Design: Illeva et al. (2002) noted that web-based questionnaires can be designed to 
look very similar on all computer systems and are easy to navigate given their 
interactive nature.
More enjoyable: Online surveys allow for broader stimuli usage through the 
inclusion of graphics, colour and sound (Forrest, 2003). Szymanski & Hise (2000) 
noted that respondents find online questionnaires more important and interesting than 
“traditional” questionnaires.
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4.4.3.2 Disadvantages of web-based surveys
Anxiety in divulging information: many people are reluctant to divulge personal 
information online, fearing the information could be abused (Weissbach, 1997; Cho 
& LaRose, 1999). This anxiety could lead respondents to provide false or incomplete 
personal information (Mattila & Mount, 2003). The online panel company used by 
the candidate guaranteed anonymity of survey respondents.
Representativeness: researchers have questioned the representativeness of online 
samples (Szymanski & Hise, 2000), as online respondents may be different from the 
general population (Parasuraman & Zinkham, 2002). However, over the past decade, 
the demographic profile of Internet users in Australia has started to mirror that of the 
general population.
Multiple entries: respondents may complete a web-based questionnaire many times 
over (Meuter et al., 2000; Ilieva et al., 2002). However, tracking IP addresses and 
using unique survey IDs can prevent this to a large extent.
Survey abandonment: respondents may abandon the web-based survey because they 
are not sure what percentage of the questionnaire they have completed, and hence 
what percentage remains for them to complete (Couper et al., 2001). However, the 
problem with surveys being abandoned, for many different reasons, is a well-known 
issue with all survey methods. To address the particular problems noted by Couper et 
al. (2001) a “progress indicator” that showed the percentage of the survey completed 
by the respondent was integrated in all surveys.
Response rates: past studies suggested that the response rates for online surveys 
differed enormously (Dommeyer & Moriarty, 2000); for example, Sheehan &
McMillan (1999) reported response rates of between 19 per cent and 75 per cent. 
However, the situation has improved since 2000. The panel provider selected for data 
collection for this thesis was chosen in part due to its coverage of panel members 
(more than one million panel account holders at the beginning of 2016), and its 
guarantee of a 55 per cent response rate (www.surveysampling.com).
Profile verification: It is difficult to verify a person’s details when they are online 
unless a pre-selected panel of respondents is used (Krasilovsky, 1996). This thesis 
used a pre-selected panel.
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Technical issues: Technical problems resulting in difficulties for respondents in 
interacting with the questionnaire may reduce response rates.
4.4.3.3 Web-based surveys in this thesis
Given that this thesis focused on homepages, a web-based administration of the 
survey was consistent with the thesis context. This candidate used a closed web-
based survey for all stages of data collection, in which the disadvantages noted in the 
previous section were eliminated or minimised. Importantly, the number of Internet 
users in Australia is rapidly growing, and their demographic profile is now close to 
that of the general population, allowing for greater generalisation. Moreover, 
respondents were in a known environment when completing the questionnaire 
(Meuter et al., 2000; Forbes et al., 2005), the online panel company provided 
anonymity and confidentiality for survey respondents, a username/password 
combination system was set up to allow each user to participate once only, and a 
“progress indicator” avoided the problem of respondents not knowing where they 
were in terms of completing the questionnaire.
4.4.4 Data collection stages
In this thesis, the data were collected in four stages: Stage 1 (Pre-test 1), Stage 2 
(Pre-test 2), Stage 3 (the categorisation of NFA and NFC consumers), and Stage 4 
(the main experiment).
Stage 1 focused on the development of high and low level emotional and rational 
homepage content by manipulating sets of pictures illustrating financial service 
providers with clients, and text describing features and activities relevant to financial 
services. In Stage 1, the pictures and text were tested via a web-based survey 
whereby data were collected from 200 respondents who quantitatively rated the 
emotional and rational levels of the pictures and text (Pre-test 1). Four pictures and 
four sets of text with varying levels of emotional and rational content (i.e., high 
emotion/high rational, high emotion/low rational, low emotion/high rational, low 
emotion and low rational) were selected. 
Stage 2 focused on the development of homepages integrating information from 
Stage 1. The pictures and sets of text selected at Stage 1 were combined to develop 
four homepages with varying levels of emotional and rational content: 1) high 
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emotional, high rational picture and high emotional and high rational text; 2) high 
emotional, low rational picture and high emotional, low rational text; 3) low 
emotional, high rational picture and low emotional, high rational text; 4) and low 
emotional, low rational picture and low emotion, low rational text. The homepages 
were tested via a web-based survey with 120 respondents who rated the emotional 
and rational levels of each of the four alternative homepages (Pre-test 2). The four
homepages designed in this stage were used in the main experiment, Stage 4.
Stage 3 focused on grouping a set of potential respondents in terms of their NFC and 
NFA levels. A web-based survey was used to collect NFA and NFC scores from 
1250 respondents. Using a median split on each variable (NFA and NFC), 
respondents were assigned to one of four different categories: high NFA and high 
NFC, high NFA and low NFC, low NFA and high NFC, and low NFA and low NFC 
(the justification for the use of a median split is provided in section 4.11.5.1).
Stage 4 was the main experiment. A sample of respondents from each of the four 
personality categories identified in Stage 3 were randomly assigned to one of the four 
homepages designed in Stage 2, resulting in a full factorial design across the 2 x 2 x 
2 x 2 independent variables, i.e., 16 cells all together. A web-based survey was used 
to collect data from 560 respondents, that is, a minimum of 35 responses for each of 
the 16 cells (not all respondents in Stage 3 were invited to participate in Stage 4.)
4.5 Measurement instruments
To capture consumer responses in each of the four stages, different measurement 
instruments were used. The operationalisation and justification for using these 
measurement instruments is discussed in chapter 2 (sections 2.3, 2.4 and 2.6). The 
measurement instruments (see Table 4.1) were all adapted from previously validated 
measures used in marketing communication and consumer psychology, with a focus 
on studies examining homepages, as shown in Table 4.1.
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Table 4.1 Measurement instruments used 
Measurement 
instruments Experimental stage Source
Number of items in 
instrument
Perceived emotional 
content of the homepage
Stage 1: Pre-test 1
Stage 2: Pre-test 2
Stage 4: Main experiment
Singh & Dalal 
(1999)
4
Perceived rational content 
of the homepage
Stage 1: Pre-test 1
Stage 2: Pre-test 2
Stage 4: Main experiment
Singh & Dalal 
(1999)
4
Consumer emotion Stage 2: Pre-test 2
Stage 4: Main experiment
Singh et al. (2005) 4
Consumer perceived 
informativeness
Stage 2: Pre-test 2
Stage 4: Main experiment
Ducoffe (1996) 4
Homepage realism Pre-test 2 Busselle (2001) 3
Consumer NFC Stage 3: Ccategorisation 
of personality variables
Cacioppo & Petty 
(1982)
18
Consumer NFA Stage 3: Categorisation of 
personality variables
Maio & Esses 
(2001)
10
These instruments were employed because the statistical reliability and validity of 
the items had been established in the studies cited. However, since the instruments in 
this study were collected within new experimental settings and samples, their 
reliability and validity was assessed. The following sections (Sections 4.5.1 to 4.5.7) 
discuss in detail how the instrument items relevant to this thesis were identified and 
selected and where necessary adapted to the research context of this thesis. 
4.5.1 Perceived emotional content
In the thesis, perceived emotional content was operationalised as the extent to which 
a consumer perceived a homepage/picture/text to include emotional content (see 
Section 3.3.4). This instrument was originally employed by Singh & Dalal (1999). 
They investigated whether consumers could reliably classify homepages along 
emotional or rational dimensions, and they studies which dimension of homepages 
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would exert a greater influence on consumers’ persuasive judgments. They used four 
items to measure the emotional content of homepages (see Table 4.2).
Table 4.2 Measurement instrument: perceived emotional content (Singh & Dalal, 
1999) 
1 This homepage is heart-warming
2 This homepage is pleasant
3 This homepage is inspiring
4 This homepage is emotional
Singh & Dalal (1999) reported that the measurement instrument had good internal 
consistency, with a Cronbach’s alpha coefficient of 0.95. This instrument was used in 
this thesis and validated in pre-tests 1 (Stage 1) and 2 (Stage 2), as well as in the 
main experiment (Stage 4) to assess respondents’ perceived level of emotional 
content within each of the sets of pictures and text and overall homepages provided. 
Perceived emotional content is measured using a 7-point Likert scale asking 
respondents to describe the extent to which they agree or disagree with each of the 
statements in Table 4.2, where 7 = strongly agree, ͒6 = agree, 5 = somewhat agree, 4 
= neither agree nor disagree, 3 = somewhat disagree, 2 = disagree, 1 = strongly 
disagree.
4.5.2 Perceived rational content
Perceived rational content was operationalised as the extent to which a consumer 
perceived a homepage/picture/text to have rational content (discussed Section 3.3.4). 
Singh & Dalal’s (1999) study used four items to measure people’s perception of the
rational content levels in homepages (see Table 4.3).
Table 4.3 Measurement instrument: perceived rational content
1 This homepage is factual
2 This homepage is logical
3 This homepage is objective
4 This homepage is rational
This instrument had a Cronbach’s alpha coefficient of 0.91(Singh & Dalal, 1999). 
This instrument was used in the thesis and validated in pre-test 1 (Stage 1) and pre-
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test 2 (Stage 2) as well as in the main experiment (Stage 4) to assess respondents’ 
perception of the level of rational content within each of the pictures / sets of text / 
homepages provided. Perceived rational content is measured using a 7-point Likert 
scale asking respondents to describe the extent to which they agree or disagree with 
each statement in Table 4.3: 7 = strongly agree, 6 = agree, 5 = somewhat agree, 4 = 
neither agree nor disagree, 3 = somewhat disagree, 2 = disagree, 1 = strongly 
disagree.
4.5.3 Consumer emotion
This thesis operationalised consumer emotion as the degree to which consumers felt 
happy, excited or pleased in response to the homepage content (see Section 2.6). 
Consumer emotion was measured in Pre-test 2 (Stage 2) and in the main experiment 
(Stage 4). The four items by Singh et al. (2005) were used to assess positive 
consumer emotion in this thesis (Cronbach’s alpha coefficient of 0.97). In their 
study, Singh et al. (2005) assumed that consumer emotion elicited by a homepage, 
directly influenced consumer positive (four items) or negative attitudes (4 items) 
towards the homepage and consumers’ behavioural intentions (BI). As negative 
emotion was not part of this thesis, the four negative items of Singh et al.’s (2005) 
instrument were not used. Two of the original four positive items were reworded to 
enhance clarity and for consistency. Table 4.4 presents the original and final four 
items employed to measure consumer emotion in this thesis. 
Table 4.4 Measurement instrument: consumer emotion (Adapted from Singh et al., 2005)
Item 
number Original item Final item
1 Did this homepage make you feel joyous? This homepage made me feel happy
2 Did this homepage make you feel 
stimulated?
This homepage made me feel excited 
(reworded)
3 Did this homepage make you feel pleased? This homepage made me feel pleased
4 Did this homepage make you feel amused? This homepage made me feel interested 
(reworded)
Consumer emotion is measured using a 7-point Likert scale asking respondents to 
describe the extent to which they agree or disagree with each of the statements: 7 = 
strongly agree, 6 = agree, 5 = somewhat agree, 4 = neither agree nor disagree, 3 = 
somewhat disagree, 2 = disagree, 1 = strongly disagree.
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4.5.4 Consumer perceived informativeness
Consumer perceived informativeness was operationalised as the extent to which a 
consumer believes that homepage content is relevant, meaningful, useful and 
complete (see Section 2.6). It was assessed in Pre-test 2 (Stage 2) and is one of the 
two dependent variables used in the main experiment. Four relevant items—two 
from Ducoffe’s (1996) study and two from Chen & Wells’s (1999) study—were 
modified and used to capture and measure perceived informativeness, as discussed in 
Section 2.6. The four items were modified to improve clarity and to suit the research 
context (Table 4.5).
Table 4.5 Measurement instrument: consumer perceived informativeness
(Ducoffe, 1996; Chen & Wells, 1999)
Item 
number Original item Final item
1 This webpage is useful (Chen & Wells, 
1999)
For me, the homepage is useful
2 This web advertisement supplies relevant 
product information (Ducoffe, 1996)
For me, the homepage is relevant
3 This webpage is knowledgeable (Chen & 
Wells, 1999)
For me, the homepage is meaningful
4 This web advertisement supplies complete 
product information (Ducoffe, 1996)
For me, the homepage is complete
Consumer perceived informativeness is measured using a 7-point Likert scale asking 
respondents to describe the extent to which they agree or disagree with each of the 
statements: 7 = strongly agree, 6 = agree, 5 = somewhat agree, 4 = neither agree nor 
disagree, 3 = somewhat disagree, 2 = disagree, 1 = strongly disagree.
4.5.5 Realism testing
Realistic experiments enhance generalisability (Davis et al., 2007). The realism of 
the four homepages developed in the stimuli development stage was checked in Pre-
test 2 (Stage 2) to ensure external validity of the materials. The candidate adapted 
three items from Busselle’s (2001) perceived realism instrument, which was 
originally used to measure the realism of a television program (see Table 4.6)
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Table 4.6 Measurement instrument: homepage realism (adapted from Busselle, 
2001) 
1 I think that this homepage is similar to the homepages of other financial service providers on the Internet.
2 I think that there are financial service provider web homepages like this in real life.
3 I think that the pictures and text contained on the homepage provide believable information about a financial service provider.
Perceived realism is measured using a 7-point Likert scale asking respondents to 
describe the extent to which they agree or disagree with each of the statements: 7 = 
strongly agree, 6 = agree, 5 = somewhat agree, 4 = neither agree nor disagree, 3 = 
somewhat disagree, 2 = disagree, 1 = strongly disagree.
Section 2.4 described how the strength of the association between homepage content 
and consumer responses to the content can vary based on consumers’ two enduring 
personality traits, namely NFC and NFA (see section 2.4.2). Accordingly, 
appropriate measures of consumers’ NFA and NFC needed to be located, enabling 
consumers to be classified based on their NFC and NFA (Stage 3), as well as to 
allow the hypothesised influence of consumers’ NFC and NFA to be tested in the 
main experiment.
4.5.6 Need for cognition 
The NFC instrument was used in Stage 3 to categorise consumers according to this 
personality variable. Based on a median split of the sample responses, individuals 
were then grouped according to whether they had a high or a low level of NFC, 
relative to the median value. The NFC instrument developed by Cacioppo & Petty 
(1982) quantitatively measures “the tendency for an individual to engage in and 
enjoy thinking” (Cacioppo & Petty, 1982, p. 116). There are two versions of the NFC 
instrument: a 34-item format and an 18-item format (Sadowski & Gulgoz, 1992, 
1996; Tolentino et al., 1990). Various researchers have shown that the long and short 
versions are highly correlated (r = .96) (Sadowski & Gulgoz, 1992). For the purpose 
of this thesis, the shorter 18-item version of the NFC measure was used, reducing the 
overall questionnaire length. The short version has also been applied within other 
web-based contexts (Lee & Thorson, 2009; Sicilia et al., 2005, 2006; Martin et al., 
2005; Kaynar & Amichai-Hamburger, 2008). Nine of the 18 items are worded 
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positively (e.g., “I find satisfaction in deliberating hard and for long hours”), where 
agreement indicates that an individual has a high NFC. Nine items are worded 
negatively (e.g., “I only think as hard as I have to”), where agreement indicates that 
an individual does not have a high NFC.
Research in marketing communication, consumer behaviour and psychology has 
found that instruments with positively and negatively worded items create 
undesirable consequences and respondents make more comprehension errors (Herche 
& Engelland, 1996). Negatively worded items also take longer to read (DeVellis, 
1991) and extensive use of negative items may bias responses or create a demand 
effect (DeVellis, 1991). A demand effect is an experimental artefact where 
respondents form an interpretation of the experiment’s purpose and unconsciously 
change their behaviour to fit that interpretation. To minimise these effects, Lord & 
Putrevu (2006) revised the NFC instrument, so that negatively worded items were 
written positively and this 18-item version of the NFC instrument was used in this 
thesis. Table 4.7 shows the original items and positive rewording of the original nine 
negative items.
4.5.6.1 Measuring NFC
NFC is measured using a 7-point Likert scale asking respondents to describe the 
extent to which they agree or disagree with each of the above statements: 7 = 
strongly agree,6 = agree, 5 = somewhat agree, 4 = neither agree nor disagree, 3 = 
somewhat disagree, 2 = disagree, 1 = strongly disagree.
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Table 4.7 Measurement instrument: NFC
Items reverse-coded (negatively 
worded) (Cacioppo & Petty, 1982)
Reworded to change the polarity from 
negative to positive (Lord & Putrevu, 2006)
1 I would rather do something that requires 
little thought than something that is sure to 
challenge my thinking abilities.
I would rather do something that is sure to 
challenge my thinking abilities than something 
that requires little thought.
2 I try to anticipate and avoid situations 
where there is likely to be a chance I will 
have to think in depth about something.
I seek out situations where there is a likely 
chance I'll have to think in depth about 
something.
3 I only think as hard as I have to. I tend to think harder than is necessary.
4 I prefer to think about small, daily projects 
to long-term ones.
I prefer to think about long-term projects to 
small, daily ones.
5 I like tasks that require little thought once 
I've learned them.
I like tasks that require thought each time they 
are performed.
6 Learning new ways to think doesn't excite 
me very much.
Learning new ways to think excites me a great 
deal.
7 I feel relief rather than satisfaction after 
completing a task that required a lot of 
mental effort.
I feel satisfaction rather than relief after 
completing a task that requires a lot of thinking.
8 It's enough for me that something gets the 
job done; I don't care how or why it works.
Knowing how or why something works is more 
important than just getting the job done.
9 Thinking is not my idea of fun. Thinking is my idea of fun.
Original positive items (Cacioppo & Petty, 1982)
1 I would prefer complex to simple problems.
2 I like to have the responsibility of handling a situation that requires a lot of thinking.
3 I find satisfaction in deliberating hard and for long hours.
4 The idea of relying on thought to make my way to the top appeals to me.
5 I really enjoy a task that involves coming up with new solutions to problems.
6 I prefer my life to be filled with puzzles that I must solve.
7 The notion of thinking abstractly is appealing to me.
8 I would prefer a task that is intellectual, difficult, and important to one that is somewhat 
important but does not require much thought.
9 I usually end up deliberating about issues even when they do not affect me personally.
The “final score” for each individual is the sum of the individual’s response from 
each of the 18 items. For example, if an individual strongly agrees with the item, “I 
like to have the responsibility of handling a situation that requires a lot of thinking”, 
then the individual receives 7 points towards their total NFC score; if they strongly 
disagree, the individual scores 1 point towards their total NFC score. The highest 
possible score on the NFC instrument is, therefore, 126 (18 items multiplied by 7) 
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and the lowest score is 18 (18 items multiplied by 1). Individuals are classified as 
either high or low in their NFC using a median split of the NFC score of the total 
sample.
4.5.7 Need for Affect
The NFA instrument was used in Stage 3 of the thesis to measure respondents’ NFA 
and to group them according whether they were high or low on NFA using a median 
split. The original measure of NFA has two dimensions: 13-items assess the 
motivation to approaFKHPRWLRQVWKHDSSURDFKGLPHQVLRQĮ 0DLR& Esses, 
2001) and 13-items assess the motivation to avoid emotions (the avoidance 
GLPHQVLRQĮ 0DLR& Esses, 2001), thus, there are 26 items overall. An 
alternative 10-item measure of NFA has more recently been developed by Appel et 
al. (2012). Appel et al. (2012) found that their 10-item version (five items for 
approach and five items for avoidance) was highly correlated (r=.97) with Maio & 
Esses’s original (2001) instrument. The factor structure of the shorter version was 
reported by these researchers to be similar to the original version and the two 
dominant factors, i.e., approach and avoidance emerged in both versions. In addition, 
the reliability of the short version is satisfactory (Appel et al., 2012). Table 4.8 shows 
the 10 items of the shorter version of the NFA measure. Within this thesis the shorter 
NFC instrument was used as it is more economical to administer, and reduces the 
amount of time needed to complete the questionnaire (Lord & Putrevu, 2006). The 
shorter version also avoids the demand effect (discussed in regard to NFC) and the 
priming effect (an implicit memory effect in which exposure to a stimulus influences 
a response to a later stimulus).
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Table 4.8 NFA items, short version (Appel et al., 2012)
Items Approach Avoidance
1 I feel that I need to experience strong emotions regularly. X
2 Emotions help people get along in life. X
3 I think that it is important to explore my feelings. X
4 It is important for me to be in touch with my feelings. X
5 It is important for me to know how others are feeling. X
6 If I reflect on my past, I see that I tend to be afraid of feeling 
emotions.
X
7 I find strong emotions overwhelming and, therefore, try to avoid 
them.
X
8 I would prefer not to experience either the lows or highs of 
emotion.
X
9 I do not know how to handle my emotions, so I avoid them. X
10 Emotions are dangerous; they tend to get me into situations that 
I would rather avoid.
X
4.5.7.1 Measuring NFA 
NFA is measured using a 7-point Likert scale asking respondents to describe the 
extent to which they agree or disagree with each of the above statements: 7 = 
strongly agree, 6 = agree, 5 = somewhat agree, 4 = neither agree nor disagree, 3 = 
somewhat disagree, 2 = disagree, 1 = strongly disagree. Each respondent’s overall 
NFA score is calculated by summing the five items from each sub-dimension 
(avoidance and approach) and then subtracting the avoidance score from the 
approach score, referred to as the net affect. The highest possible score for each 
dimension is 35 (5x7), and the lowest is 5 (5x1); thus, NFA scores range from 30 
(highest approach minus the lowest avoidance) to -30 (the lowest approach minus the 
highest avoidance). Individuals are classified as either high or low in their NFA 
based on a median split of the respondents. Studies (for example, Haddock et al., 
2008; Bruijn et al., 2011) examining NFA/NFC have also used a median split to 
determine respondents’ NFA/NFC levels. 
4.6 Reliability and validity of the measurement instruments
This section discusses the analyses used to assess the normality of the data, as well as 
the reliability and validity of the measures applied in the different stages of the 
thesis. The data collected from stages 1, 2 and 3 were used to purify the item-sets 
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(including tests for reliability and validity) to be employed in the main study. 
Empirical validation of this kind is essential for ensuring that the conceptualisation 
and design of the instrument achieves what is intended (Zikmund et al., 2012). The 
purification process enabled the candidate to identify any measurement items that 
needed revising or to be excluded. 
4.6.1 Data distribution and normality of data
Nearly all statistics employed in the social sciences rely on an assumption of data 
normality and that there is a normal distribution of means (Zikmund et al., 2012). 
There are various methods to assess the distribution of the data (Zikmund et al., 
2012). The usual method is the measurement of kurtosis and skewness (Malhotra, 
2011), as these measures can detect the degree to which the distribution of data is 
close to a normal distribution. Kurtosis is “the relative peakness (or flatness) of the 
curve defined by the frequency distribution” (Malhotra, 2011, p. 433), and skewness 
is “a characteristic of a distribution that assesses the symmetry about the mean” 
(Malhotra, 2011, p. 452). 
Lei and Lomax (2005) suggest that skewness and kurtosis values less than +/- 1.0
indicate slight non-normality, values between +/- 1.0 to 2.3 indicate moderate non-
normality and those in excess of +/- 2.3 indicate severe non-normality. In an 
experimental design, as a “rule of thumb”, data may be assumed to be normal if skew 
and kurtosis are within the range of +/- 1.5 or even 2.0 (Schumaker &  Lomax 2004, 
p. 69). In this thesis, to address the normality assumption, the distribution of the data 
for each item of each measurement instrument was assessed to see if they exhibited 
univariate and multivariate normality (Jaccard & Becker, 2002). The skewness and 
kurtosis values for all constructs were examined within each stage using Schumaker 
& Lomax’s (2010) rule of thumb for the normality assumptions.
4.6.2 Reliability of measures
Reliability estimates are used to evaluate the equivalence of sets of items from the 
same construct, known as internal consistency (Malhotra et al., 2011). The 
coefficient of internal consistency provides an estimate of the reliability of 
measurement and is based on the assumption that items used to measure a single 
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construct should be correlated (Churchill, 1999; Malhotra et al., 2011). High inter-
item correlations imply that the items are all measuring the same construct. 
The most widely used method for estimating internal consistency (i.e., reliability) is 
Cronbach’s alpha (Malhotra et al., 2011). Cronbach’s alpha is a function of the
average inter-correlations across all pairs of items and the number of items within a 
FRQVWUXFW,WLVGHQRWHGE\³Į´DQGUDQJHVIURPWRZKHUHLQGLFDWHVYHU\
high reliability, i.e., all of the items assess a single construct (Bamford & Xystouri, 
2005; Malhotra, 2011). Various suggestions regarding the minimum acceptable value 
of alpha have been made in the literature. Nunnally & Bernstein (1994) and Hair et 
al. (2009) have argued for a level of 0.7, but calls have been made (Tavakol & 
Dennick, 2011) to increase the strictness of the test. Consequently, the candidate set 
a limit of 0.75; that is, a score lower than the threshold alpha value of 0.75 would be 
undesirable, requiring modification of instruments, for example, removing items to 
improve reliability (Tavakol & Dennick, 2011). 
4.6.3 Validity
Construct validity is the degree to which a measurement instrument represents and 
logically connects, via the underlying theory, the observed phenomenon to the 
construct (McDaniel & Gates, 1999). Each of the components of construct validity 
and the way in which they were assessed in this thesis are described in the following 
sections. 
To assess whether the different constructs used in each of the stages of data 
collection were uni-dimensional (Hoyle, 2012), and items used to measure each 
construct had strong associations and represented a single concept, confirmatory 
factor analysis (CFA) was used (Malhotra, 2011; Byrne, 2013; Hoyle, 2012). CFA is 
a statistical technique employed to verify the factor structure of a set of observed 
variables allowing the researcher to test the hypothesis that a relationship between 
observed variables and their underlying latent construct exists (Kline, 2005). 
Results obtained from CFA were used to establish the construct’s convergent and 
discriminant validity. These three types of validity are defined in Table 4.9, with an 
explanation of how they were assessed by the candidate.
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CFAs (measurement models) were performed using AMOS 21.0 to purify the 
measurement instruments and to check whether they met the criteria for convergent 
and discriminant validity in each stage. Factor loadings and goodness-of-fit measures 
provide assessments of the convergent and discriminant validity of the constructs of 
interest. The following section outlines the criteria that determine if the fit of the 
measurement model is acceptable.
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Table 4.9: Types of validity and their assessm
ent
Type
D
efinition
A
ssessm
ent
C
onstruct 
validity
Exists w
hen the instrum
ent is a good 
representation of the construct that it is 
intended to m
easure (B
ollen, 1989; 
D
eV
ellis, 1991).
The goodness-of-fit indices w
ere view
ed as confirm
ing the construct validity of the 
construct (Ping, 2004).
C
onvergent 
validity
Item
s that m
easure the sam
e construct 
dem
onstrate convergent validity w
hen the 
item
s are highly correlated (C
hurchill, 
1999).
The relative am
ount of convergent validity am
ong item
 m
easures w
as estim
ated by 
exam
ining the size and significance of factor loadings (Fornell &
Larker, 1981; H
air et 
al., 2009), by investigating w
hether the percentage of variance extracted (V
E) or 
explained am
ong the item
s w
as greater than the variance unexplained (Fornell &
Larker, 
1981), and via reliability estim
ates (H
air et al., 2006). A
V
E m
easure is com
puted for each 
latent construct in a m
easurem
ent m
odel. A
V
E of 0.5 or higher is indicative of adequate 
convergence (H
air et al., 2006). A
V
E of less than 0.5 indicates that on average, m
ore error 
rem
ains in the item
s than variance explained by the latent factor structure im
posed on the 
m
easure. 
D
iscrim
inant 
validity
The degree to w
hich tw
o conceptually 
sim
ilar constructs are distinct.
A
ssessed by show
ing that the average variance extracted (A
V
E) by the latent construct 
w
as greater than the squared correlation betw
een tw
o latent constructs (Fornell &
Larker, 
1981).
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4.6.4 Goodness-of-fit criteria and acceptable fit interpretation
Goodness-of-fit indices quantify the degree of correspondence between a 
hypothesised latent variable model and the data (Kenny & McCoach, 2003). There 
are various statistics available to test model fit, as presented in Table 4.10.
Table 4.10: Goodness-of-fit statistics and acceptable cut-off criteria (Adapted from 
Malhotra (2011), Byrne (2013) and Hoyle (2012))
Goodness-of-fit 
statistic
Type Acceptable cut-off criteria Considerations
Chi-square Model fit, absolute 3UREDELOLW\OHYHOS
Influenced greatly by sample 
size (the larger the sample, 
the more likely p will be 
significant).
Normed chi-
square 
Absolute 
fit, model 
parsimony
Ratio between 1 to 3
A ratio close to 1 reflects 
good fit. Values less than 1 
indicate over fit, and too 
many parameters.
Goodness-of-fit 
(GFI) Absolute fit
9DOXHVIRUFRPSOH[PRGHOV
(> 30 variables) using larger 
VDPSOHQIRU
smaller models using smaller 
samples 
0 = no fit to 1 = perfect fit. 
Root mean-
square residual 
(RMR)
Value d 0.05
Large values for RMR, when 
all other fit statistics are 
good, could indicate outliers.
Root mean 
square error of 
approximation 
(RMSEA)
Absolute fit Value d 0.08
Tends to over reject true-
population models at small 
sample size. Conversely, 
seems to improve as more 
observed variables are added 
to a model.
Comparative fit 
index (CFI)
Incremental 
fit
9DOXHVRIIRUFRPSOH[
models (with more than 30 
variables) using a larger sample (n 
 IRUVPDOOHU
models using smaller samples
0 = no fit to 1 = perfect fit.
Table 4.10 presents the various statistics used in this thesis to assess model fit and 
the associated “rules of thumb” as suggested in the literature with regard to cut-off 
values for each of these statistics (Malhotra, 2011; Byrne, 2013; Hoyle, 2012). The 
table also outlines other considerations associated with these measures, such as the 
influence of sample size.
As indicated in Table 4.10, an acceptable model is one where the p-value for chi-
square is greater than or equal to 0.05. However, reliance on the chi-square statistic 
as the only measure of fit is not recommended because of its reliance on sample size 
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(Hox & Bechger, 1998; Li et al., 1998). In practice, measurement models are often 
considered to provide adequate fit even when the chi-square value is statistically 
significant. For these reasons, the chi-square statistic is supplemented with other fit 
statistics, including normed chi-square, goodness-of-fit (GFI), root mean square 
residual (RMR), root mean square error of approximation (RMSEA), Tucker-Lewis 
index (TLI), and comparative fit index (CFI) (as shown in Table 4.10). 
4.7 Data analysis procedure
4.7.1 Introduction
Given that the focus of this thesis was to assess causal relationships, several 
statistical tests were employed at each stage. This section describes the specific 
statistical tests undertaken in each stage, and elaborates on the objectives and 
assumptions of each of these tests. The statistical package SPSS 20.0 for Windows 
was used to undertake the different tests. 
Stage 1 was designed to identify which pictures and text should be included in the 
stimuli (i.e., homepages) for the main experiment. As such, it was designed to assess 
respondents’ perceived level of emotional and rational content within each of the 
pictures and pieces of text provided. The goal was to identify materials that 
demonstrated high/low levels of emotional and rational content and were 
significantly different to other pictures and text. A one-way ANOVA was conducted 
to locate any significant differences in the mean scores of the perceived 
emotional/rational levels for each of the pictures (including 14 from one set and 12 
from another) and four pieces of text, within three alternative sets of text. 
Independent sample t-tests for all pairs of pictures and pieces of text were further 
compared to locate the differences between the high and low emotional and rational 
content levels. For example, a picture identified with high emotional content and 
high rational content was compared to a picture identified with high emotional 
content and low rational content to ensure that the differences were only based on 
variations in rational content. 
In Stage 2, respondents’ perceived emotional and rational content of the alternative 
homepages (combining the pictures and text from Stage 1) was studied. Pictures and 
text with similar levels of rational and emotional content were combined within the 
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homepages. For example, a picture with high emotional content and low rational 
content was combined with text that was assessed as having high emotional content 
and low rational content. Comparisons were undertaken using one-way ANOVAs, 
independent sample t-tests and MANOVAs to validate whether the manipulated 
homepages differed in regard to consumer emotion and consumer perceived 
informativeness.
In Stage 3, respondents were asked to complete the NFC and NFA instruments. A 
median split was then carried out to group respondents as being either high or low on 
these two dimensions. To ensure differences between groups existed, a one-way 
ANOVA and independent sample t-tests were conducted to determine whether there 
were statistically significant differences between the groups in regard to these 
personality variables. 
In the main experiment (Stage 4), MANOVA and ANOVAs were used to analyse the 
data to examine the main and interaction effects of the independent variables on 
consumer emotion and perceived informativeness. Independent sample t-tests and 
Tukey’s post-hoc tests were conducted to identify where specific differences existed.
4.7.2 Multivariate analysis of variance (MANOVA)
MANOVA can reveal whether multiple independent variables or groups affect 
multiple dependent variables (in this case, consumer emotion and consumer 
perceived informativeness). 
The assumptions for conducting MANOVA are:
(i) The dependent variable must be measured on an interval or ratio scale.
(ii) The dependent variables are multivariate normally distributed for each 
population, with the different populations being defined by the levels of the 
factor. 
(iii) The distribution of the dependent variable for all groups must have the same 
variance (also known as the homogeneity of variance assumption). 
(iv) The dependent variables are not too strongly correlated. Maxwell (2001) and 
Tabachnick and Fidell (1983) suggested that DVs correlated from about 0.3 
to about 0.7 are suitable to conduct MANOVA. To assess correlations 
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between the dependent variables, Pearson’s correlation coefficients were 
assessed and these were within the acceptable range. 
In experimental studies, MANOVA can provide insights into not only the nature and 
predictive power of the independent measures, but also the interrelationships and 
differences in the set of dependent measures (Hair et al., 2005). SPSS reports several 
statistics to evaluate the MANOVA hypothesis, including Wilks’ lambda, Pillai’s 
trace, Hotelling’s trace (T), and Roy’s largest root. Each statistic evaluates the 
multivariate hypothesis that the population means on multiple dependent variables 
are equal across groups. Most statisticians use Wilks’ lambda ȁ, which is 
frequently reported in the literature of social and behavioural sciences. To be 
consistent with previous research, the candidate used the Wilks’ lambda test when 
presenting the results of the multivariate effects.
To test the hypotheses developed in Chapter 3, cell means of both consumer emotion 
and consumer perceived informativeness for each experimental group were 
calculated and compared by performing MANOVA. If significant multivariate 
effects of independent variables on consumers’ overall responses on either dependent 
variable—consumer emotion and consumer perceived informativeness—are found, a 
univariate ANOVA will then be conducted to identify where the main or interaction 
effects arise. 
4.7.3 Analysis of variance (ANOVA)
An ANOVA makes comparisons of multiple treatment groups (i.e., three or more 
groups) in a single test by identifying whether there are any differences in means 
values (Jaccard & Becker, 2002; Morrison, 2005). ANOVA calculates the ratio of 
multiple independent estimates of the variance for the dependent variable by 
squaring the mean of each group, which results in an F-statistic (compared to the t-
test, which calculates a mean difference ratio giving a t-statistic). Like the t-test, 
ANOVA provides the statistical significance of comparisons as a p-value (Morrison, 
2005), where a p of .05 or less is generally used to suggest that the means of the 
groups are not equal (Morrison, 2005).
One-way ANOVAs were conducted in all stages to locate any significant differences 
in the mean scores of: (a) the perceived emotional/rational level for each of the 14 
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pictures, and four pieces of text within three alternative sets of text (Stage 1- Pre-test 
1); (b) the perceived emotional/rational level of each of the four homepages (Stage 2-
Pre-test 2 and the Stage 4- main experiment); and (c) also to detect differences 
among the four groups in terms of their corresponding NFA and NFC levels (Stage 
3).The assumptions relating to ANOVA are the same as those for independent 
sample t-tests. 
Importantly, although the ANOVA results show differences between groups, the 
results do not show which group means differ significantly from others. In order to 
determine which group is different when there are more than two levels of an 
independent variable, post-hoc tests must be performed. Post-hoc tests enable the 
examination of each pair of combination of groups, simplifying the interpretive 
process and maintaining statistical control over the overall significance level (Lattin 
et al., 2003). Post-hoc analyses utilising Tukey’s post-hoc test at p<.05 significance 
level were used to test and locate the mean differences between the relevant groups. 
The Tukey’s post-hoc test is considered robust when the assumption of homogeneity 
of variances is violated (Toothaker, 1993).
4.7.4 T-tests
T-tests assess the statistical significance between the means of two samples. 
Statistical significance is the level of power that tells the researcher the probability of 
finding differences if they actually exist (Zikmund, 2000). The difference is 
compared between two independent sample means and so it is called an independent 
samples t-test. This test identifies the difference between groups by computing t-
values, p-values, and mean differences (Zikmund, 2000). Four assumptions are made 
when conducting an independent samples t-test (Zikmund, 2000):
1. All observations are independent of each other.
2. The dependent variable must be measured on an interval or ratio scale.
3. The dependent variable must be normally distributed in the population for 
each group being compared. 
4. The distribution of the variable must have the same variance distribution for 
both groups (also known as the homogeneity of variance assumption). 
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All four assumptions were assessed in each stage. Importantly, an independent 
samples t-test was conducted when pictures, text, homepages, consumer NFC, and 
consumer NFA were further compared to each other to locate differences between 
high and low levels. For example, comparing a consumer with high NFC and high 
NFA to a consumer with high NFC and low NFA by employing an independent 
samples t-test helped to establish that the two groups of respondents did not 
significantly differ in NFC levels, i.e., as both had high levels of NFC, but differed in 
NFA levels as one consumer had higher levels of NFA than the other. The practice of 
using independent samples t-tests to compare two groups is commonplace in 
experimental studies (Lee & Thorson, 2009).
4.7.5 Criteria for significance testing
The methods of inference used to support or reject a hypothesis based on sample data
are known as tests of significance (Malhotra, 2004). The significance testing for 
Wilks’ lambda is transferrable into an F-statistic, making it convenient for 
researchers to test the effect of independent variables on multiple dependent 
variables. SPSS automatically generates and transforms the value of Wilks’ lambda 
into an F-statistic. The level of significance is identified by computing the p-values 
(Zikmund, 2000). In most social science research, results yielding a p-value of .05 or 
less are considered statistically significant, suggesting that a significant difference 
exists between the variables of interest (Malhotra, 2004). Throughout this thesis, a p-
value of less than .05 (p<.05) is reported as “significantly different”, and a p-value 
greater than .05 (p>.05) is reported as “not significantly different”.
4.7.6 Effect size
To gain a full understanding of the importance of any significant findings, it is 
necessary to examine the effect size or strength of the relationship. The effect size 
(also known as strength of association) “ … describes the amount of total variance in 
the dependent variable that is predictable from knowledge of the levels of the 
independent variable” (Tabachnick & Fidell 2001, p. 52). The MANOVA analysis in 
SPSS provides the result effect size. A commonly used effect size measure is partial 
eta squared. Partial eta squared values can range from 0 to 1. Cohen (1988)
suggested that .01 is indicative of a small effect, .06 represents a moderate effect and 
.14 is indicative of a strong effect.
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4.7.7 Interaction effects
Several researchers (see, for example, Sparks & Callan, 1996; Sparks & Bradley, 
1997; Sparks & McColl-Kennedy, 2001) suggest that a full factorial MANOVA 
should be followed by an analysis of simple effects to examine a statistically 
significant relationship further. A main effect is qualified by the finding of a 
significant interaction, which is where the effect of an independent variable on a 
dependent variable varies in relation to the values of another independent variable 
(Lattin et al., 2003). Peterson (1988, p. 524) suggests “if no interaction exists, the 
effect of one treatment factor is independent of that of another”. Within this thesis, 
plot graphs are used to illustrate any significant interaction effects.
4.8 Stage 1: Developing and testing pictures and text
4.8.1 Introduction
Past studies have assumed that within a homepage pictures provide emotional 
content and text provides rational content (see Section 3.3). In direct contrast to these 
studies, this thesis argues that any picture or any text can be simultaneously 
emotional and rational (see Section 2.5). This line of reasoning implies that the levels 
of emotional and rational content contained within a picture or text can vary—a
picture and text can each contain a high level of both emotional and rational content, 
a high level of emotional and a low level of rational content, a low level of emotional 
and a high level of rational content, or a low level of both emotional and rational 
content. Consequently, it was necessary to develop four different homepages, each 
comprised of a pair of pictures and text, with different levels of emotional and 
rational content, to allow the hypotheses advanced in the conceptual development 
chapter to be tested. Each homepage was designed where the emotional and rational 
content of each part (i.e., text and picture) was matched. For example, a highly 
emotional and low rational picture was matched with highly emotional and low 
rational text. Homepages combining pictures and text with differing levels of 
emotional and rational content were not examined.
This thesis employed a 2 x 2 x 2 x 2 full factorial design to test the set of hypotheses
advanced. The first 2 x 2 factors were the emotional and rational homepage content, 
each having high and low levels. Given that a 2 x 2 homepage structure was to be 
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designed, the objective of Stage 1 (Pre-test 1) was to identify an appropriate set of 
pictures and text that demonstrated the four possible levels of emotional and rational 
content. These could then be combined to create four realistic-looking alternative 
homepages to be tested in Stage 2 (Pre-test 2).
As such, Pre-test 1 was designed to assess respondents’ perceived levels of 
emotional and rational content for selected pictures and sets of text that might be 
used in the homepage in Stage 2. The assessment of these pictures and sets of text
helped to establish the high probability of accuracy of inferences regarding the 
cause-effect relationship (Zikmund & Babin, 2009) to be tested in the main 
experiment (i.e., ensuring the stimuli manipulated the key independent variables). 
Pre-test 1 had two objectives:
1. To assess the perceived emotional and rational content of pictures and sets of 
text, specifically to determine differences between them in terms of their 
corresponding emotional and rational levels, and to select the appropriate 
combinations for Stage 2.
2. To assess the reliability and validity of the instruments assessing perceived 
emotional and rational content.
The process of developing emotional and rational contexts, which included selecting 
the appropriate research context and manipulating emotional and rational pictures 
and text, is discussed in Sections 4.8. 2 through 4.8.4. The process of assessing the 
perceived emotional and rational content of pictures and text is discussed in Section 
4.8.5.
4.8.2 Selecting the experimental setting
The candidate used financial planning services homepages as the research context. A 
review of several financial planning services homepages identified that these 
frequently use different levels of emotional and rational pictures and sets of text to 
communicate different information to different types of consumers. Two major 
promotional goals are, first, to stimulate, excite and interest consumers about a 
service, and second to increase consumers’ learning and knowledge of the promised 
services (Singh et al., 2005; Ahn et al., 2011). 
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To achieve these promotional goals, financial planning services homepages require 
pictures and text that communicate an actual service delivery benefiting a typical 
consumer. For example, a service delivery episode is illustrated by a picture of a 
dedicated, professionally dressed financial planner at a computer explaining a plan to 
a happy (i.e., smiling) customer. This illustration is intended to show the assistance, 
expertise, and trustworthy guidance of a trained adviser, while simultaneously 
promoting positive emotions and satisfaction of a current customer. 
At the same time, the homepage’s text might promote the firm’s services by 
explaining how they help consumers fulfil their particular personal dreams—retire 
early and travel, buy a dream house, etc.—and again generate interest, pleasure, 
excitement, and hope. The text can also be used to promote factual statements and 
describe specific features about a product—for example, the number of clients the 
company has served in the past, to what extent the company has helped individuals 
increase their wealth, etc. — and to provide evidence of the professional 
qualifications of the company's financial planners. Thus, the candidate considered 
financial planning services homepages to be an appropriate research setting, where 
both high and low levels of emotional and rational content could be developed by 
manipulating pictures and sets of text.
4.8.3 Developing emotional and rational pictures
To develop the four combinations of pictures described in Section 4.2, pictures were 
sourced from a professional web design company, which has an extensive online 
database of sets of pictures. Two sets of pictures were selected from the financial 
planning services categories. Set 1 comprised 14 pictures (see appendix A 2 for the 
complete set of survey materials used in stage 1); set 2 comprised 12 pictures (see 
appendix A 2), making 26 pictures in all.
To eliminate any possible confounding factors that could contaminate the results, the 
following measures were taken in the selection of stimulus pictures to increase the 
internal validity of the experiment:
x Prior research (Amos et al., 2008) has found that the appearance of models in 
advertisements has varying effects on consumers’ responses, so the same 
models appeared in all pictures. The models were Caucasian females and 
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males, none of who were known as celebrities, in the same clothing and in the 
same office setting across pictures.
x Research has also found that a picture’s background colour has differential 
effects on responses (Hill & Scharff, 1997); in particular, it has been 
demonstrated that a white background serves as a neutral condition. 
Consequently, all of the pictures used a white background.
x To create more realistic pictures in regard to higher levels of rational content, 
a seal of a Financial Planning Association, indicating that the firm was an 
award-winning member, was integrated into seven pictures. Past research 
(see, for example, Flanagin & Metzger, 2007; Lowry et al., 2014) on website 
design has found that the presence of an award-winning seal on the homepage 
or other page of a website increases consumer perceived trust in and 
perceived quality of the website. It seems that the seal of a financial planning 
award on website pictures supports the facts and claims made in the 
webpages that the financial planning organisation provides high quality 
services to its clients. In other areas of research, consumers have indicated 
that the presence of an award provides useful information. For example, 
when labels appear on a bottle wine indicating that it has won awards, the 
wine producer is claiming that this vintage is different from others, the price 
is relevant, and the quality is unique. This increases consumers' perceived 
informativeness (Thomas & Pickering, 2003).Thus the presence of an award 
on the homepage increases consumers’ knowledge that this financial service 
is valued. The inclusion of the Financial Planning Association award is, 
therefore, designed to heighten the level of rational content and positively 
influence consumer perceived informativeness. The seal was not included in 
the seven pictures designed to have low levels of rational content.
All of the pictures were selected to portray a service episode to show a realistic 
situation that is perhaps consistent with their own set of experiences and thus 
within their reach (Mittal, 1999; Mortimer, 2008). Pictures were selected such 
that they depicted high and low levels of emotional and rational content, and each 
is described in Table 4.11. 
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Table 4.11 M
anipulation of em
otional and rational levels in pictures
C
ontent level
Em
otional content
R
ational content
H
igh em
otional-high 
rational
(See pictures 4, 5, 6, 
12, 14 in appendix A
 2)
x
A
 caring, friendly, cheerful planner 
interacting w
ith a happy, satisfied 
custom
er in a com
fortable environm
ent.
x
A
ll m
odels are sm
iling to show
 the 
com
m
unication episode is w
arm
 and 
productive.
x
A
 positive outcom
e is depicted.
x
A
 professional, expert planner being 
consulted by an attentive custom
er.
x
A
 w
ell-appointed office, w
ith laptop or 
notebook in view
.
x
A
 financial planning aw
ard logo is show
n in
the background.
H
igh em
otional-low
 
rational
(See pictures 1, 8, 10 in 
appendix
A
 2)
x
A
 caring, friendly, cheerful planner 
interacting w
ith a happy, satisfied 
custom
er in a com
fortable environm
ent.
x
A
ll m
odels are sm
iling to show
 the 
com
m
unication episode
is w
arm
 and 
productive.
x
A
 positive outcom
e is depicted.
x
The rational conditions above are not 
present.
Low
 em
otional -high 
rational
(See pictures 
3,7,9,11,13 in appendix 
The em
otional conditions above are not 
present.
x
A
 professional, expert plannerbeing 
consulted by an attentive custom
er.
x
A
 w
ell-appointed office, w
ith laptop or 
notebook in evidence.
x
A
 financial planning aw
ard logo is show
n in 
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Table 4.11 M
anipulation of em
otional and rational levels in pictures
C
ontent level
Em
otional content
R
ational content
A
 2)
the background.
Low
 em
otional-low
 
rational (See picture 2 
in appendix A
 2)
The em
otional conditions above
are not 
present.
The rational conditions above are not present.
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To select four pictures that could be used for the main experiment, the levels of 
emotional and rational content of all 14 initially selected pictures had to be assessed 
from the perspective of potential respondents. This was achieved by conducting a 
web-based survey (i.e., Pre-test 1), one for each set of pictures (see Section 4.8.5).
4.8.4 Developing emotional and rational text
After selecting the pictures, sets of short, descriptive text were composed to 
manipulate the four levels of emotional and rational content to be used in the 
fictitious homepages. A professional marketing communication expert assisted the 
researcher in developing text descriptions. Each set comprised four alternatives, 
designed to elicit one of the four combinations of emotional and rational content.
To eliminate any possible confounding factors within the sets of text, the following 
measures were undertaken:
x orientation: the message was positively oriented in that the descriptions 
favoured the position advocated by the fictitious financial planning services 
homepage.
x executional style: for consistency, all text used the service outcome message 
strategy detailing specific benefits a consumer could achieve from using the 
fictitious financial planning services. 
x number of words: all text statements were limited to 50-60 words.
To develop the levels of emotional and rational content, the communication expert 
selected emotional and rational words typically used in financial planning services 
homepages and advertising. The communications expert was guided by Ahn et al. 
(2011) who provided a review of typical emotional and rational text used in 488 
¿QDQFLDOVHUYLFHVDGYHUWLVHPHQWV
The words used within the service outcome description were: “Our financial planners 
have assisted many customers to retire early. To explore more information about 
planning for your future, visit our office and meet our planners”. This description 
was identical in every piece of text. Emotional and rational words were then added or 
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omitted to develop high and low levels of emotional and rational text. Table 4.12 
provides details of the three sets of text.
All sets of text descriptions were then quantitatively assessed in a web-based survey 
(Pre-test 1) to identify the set of text that would be used in the main experiment.
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 Table 4.12: M
anipulation of em
otional and rational levels in text In all sets, E = em
otional, R
 = rational
Set 1
Em
otional
R
ational
H
igh
Low
Em
otional content (E)
R
ational content (R
)
H
igh
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2) and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
O
ur E (1) financial planners 
have assisted m
any custom
ers to 
retire early E (2).To explore 
m
ore inform
ation about 
planning for your future, visit 
our E (3) office, and m
eet our E 
(4) planners.
E (1) supportive
E (2) enjoy the freedom
 of 
indulging in life’s 
pleasures
E (3) com
fortable
E (4) understanding
R
 (1) experienced
R
 (2) increase their w
ealth 
by 50%
. 
R
 (3) aw
ard-w
inning
R
 (4) Financial Service 
A
ssociation (FSA
) qualified
Low
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
O
ur financial planners have 
assisted m
any custom
ers to 
retire early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
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 Table 4.12: M
anipulation of em
otional and rational levels in text In all sets, E = em
otional, R
 = rational
Set 2
Em
otional
R
ational
H
igh
Low
Em
otional content (E)
R
ational content (R
)
H
igh
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2), and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
O
ur E (1) financial planners 
have assisted m
any custom
ers to 
retire early E (2).To explore 
m
ore inform
ation about planning 
for your future, visit our E (3) 
office, and m
eet our E (4) 
planners.
E (1) helpful
E (2) to spend m
ore tim
e 
w
ith their loved ones
E (3) friendly
E (4) sym
pathetic
R
 (1) Financial Service 
A
ssociation (FSA
) 
qualified
R
 (2) enhance their 
investm
ent portfolios
R
 (3) w
ell-appointed
R
 (4) efficient
Low
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
O
ur financial planners have 
assisted m
any custom
ers to retire 
early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
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 Table 4.12: M
anipulation of em
otional and rational levels in text In all sets, E = em
otional, R
 = rational
Set 3
Em
otional
R
ational
H
igh
Low
Em
otional content (E)
R
ational content (R
)
H
igh
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2), and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
O
ur E (1) financial planners have 
assisted m
any custom
ers to retire 
early E (2). To explore m
ore 
inform
ation about planning for 
your future, visit our E (3) office, 
and m
eet our E (4) planners.
E (1) sym
pathetic
E (2) to enjoy the luxury of 
realising their dream
s
E (3) cheerful
E (4) w
elcom
ing
R
 (1) expert
R
 (2) to be guided in w
ise 
saving
and investm
ent 
strategies
R
 (3) up-to-date
R
 (4) w
ell-qualified
Low
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
O
ur financial planners have 
assisted m
any custom
ers to retire 
early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
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4.8.5 Pre-test 1: Assessing emotional and rational levels of pictures and text
Pre-test 1 consisted of two web-based surveys in which respondents quantitatively 
rated the emotional and rational levels of the pictures and the sets of text. 
Specifically, this was to determine whether there were perceived differences among 
the pictures and text (within sets) in terms of their corresponding emotional and 
rational levels. Survey 1 used picture set 1 (14 pictures) and four pieces of text, 
within three alternative sets of text. Survey 2 used picture set 2 (12 pictures) and four 
pieces of text, within three alternative sets of text. The pictures were assessed in 
different surveys to remove any confounding factors associated with reviewing 26 
pictures at once. The data collected from the surveys were also used to assess the 
reliability and validity of the instruments assessing perceived emotional and rational 
content. 
4.8.5.1 Survey samples
The sampling criteria for respondents in the two Pre-test 1 surveys were males and 
females with Internet experience, living in Australia, and aged 30 years or over. To 
determine the sample size in Pre-test 1, two criteria were considered: (1) the number 
of respondents used in pre-tests / pilot tests in previous marketing communication 
studies; (2) the acceptable statistical power required when conducting ANOVA and 
independent sample t-tests. Previous research has used 100 to 120 respondents in the 
pre-test stage when conducting a one-way ANOVA and independent samples t-test 
to examine mean differences in consumer responses (Lee & Thorson, 2009). 
Considering the recommendations of Hair et al. (2006), 120 observations leads to 
approximately 80% power, which is acceptable when conducting an ANOVA and 
independent samples t-test. Thus, 120 responses were collected for each survey in 
Pre-test 1.
4.8.5.2 Questionnaire design
The two web-based questionnaires were developed (see appendix A 1). The 
questionnaires were identical, but each used a different set of pictures. Questionnaire 
1 included the picture set with 14 pictures, and four pieces of text, within three 
alternative sets of text (total 12 pieces). Questionnaire 2 included the picture set with 
12 pictures, and four pieces of text (total 12 pieces), within three alternative sets of 
text.
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The questionnaire was approved by the Deakin University Human Research Ethics 
Committee and assurances of confidentiality and respondent anonymity were 
provided. It also asked for respondents’ age to ensure that they qualified for the 
survey. A second page contained a consent form including the title of the project and 
the name of the sponsoring organisation— the title of the research and Deakin 
University’s logo were prominently displayed on the materials. Information in the 
consent form indicated that all information provided was strictly confidential and 
that the completed questionnaires would be stored for eight years in a password-
protected file, accessible only to the candidate and supervisors. Participants were told 
that the questionnaire should take them approximately 10 minutes to complete. At 
the foot of the page, “yes” or “no” options were given to continue or discontinue 
with the survey.
Page three included the instructions: “In the following section of the questionnaire, 
you will be provided with 14 pictures and 12 pieces of text description. They all 
relate to financial planning services. We would like you to answer some questions 
about each picture and each piece of text. Please spend approximately 10-15 seconds 
looking at each picture and reading each piece of text, and then complete the relevant 
questions. Please click “next” to continue with the survey.” 
Each subsequent page contained one picture or one piece of text, together with the 
eight items for measuring perceived emotional-rational content. Each item had seven 
radio buttons giving the options “strongly agree” to “strongly disagree” (i.e., a seven-
point Likert scale). Clicking “next” took the respondent to the next picture or piece 
of text. Pictures and text were randomly rotated to avoid a possible primacy effect 
(Murphy et al., 2006), where the respondent might give more weight to the first 
items than to subsequent items; or where they might give more weight to later items 
(i.e., the recency effect) (Murphy et al., 2006). The items measuring perceived 
emotional and rational content were also rotated to avoid any possible order effect. 
The last page of the questionnaire asked for respondents’ demographics and Internet 
experience.
4.8.5.3 Data analysis procedure
The data analysis for Pre-test 1 was completed in two phases. The first phase 
included the preliminary analysis to establish reliability and validity of the data and 
the normality of the data distribution (see Section 5.1.1 to Section 5.1.4 for the 
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results). The second phase included manipulation checks to determine whether there 
were differences between each of the pictures/text in terms of their corresponding 
emotional and rational levels of content (see Section 5.5). 
Phase 1: an internal consistency check of the four items reflecting consumer 
perceived emotional content and four items for perceived rational content was 
carried out using Cronbach’s coefficient alpha (Churchill, 1979). CFAs were 
performed via AMOS to check (a) that perceived emotional content and perceived 
rational content were two distinct constructs; and (b) the items used to measure each 
construct had strong associations and represented single concepts (Malhotra, 2011; 
Byrne, 2013; Hoyle, 2012). 
Phase 2: To identify the quantitative differences in the perceived emotional and 
rational levels of each picture and set of text, the following data analysis procedure 
was undertaken: 
1. The mean scores of the perceived emotional and rational level for each of the 
pictures and sets of text were calculated (i.e., respondents score on the 
instruments measuring perceived emotional and perceived rational content) 
(see Tables 5.3 and 5.4).
2. Two separate ANOVAs (see Section 5.1.6) were then conducted to identify 
any significant differences in the mean scores of the perceived emotional and 
perceived rational level for each of the pictures and sets of text. 
3. If significant differences between pictures/text in terms of perceived 
emotional and rational content were identified, Tukey's HSD (honestly 
significant difference) test was conducted to find and compare the 
homogenous subsets (high and low) of emotional and rational means for both 
(see Section 5.1.7). 
4. Based on the result of this test, four pictures (from one picture set) and four
pieces of text (from one text set) were selected from the high and low 
emotional and high and low rational subset - high emotional and high rational 
content; high emotional and low rational content; low emotional and high 
rational content; and low emotional and low rational content (see appendix A 
5 and A 6, for selected picture and text with mean score).
5. The selected four pictures and four pieces of text were further compared to 
each other to validate differences between the high and low emotional (and 
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rational) content levels. For example, a picture with high emotional content 
and high rational content was compared to a picture with high emotional 
content and low rational content by conducting independent samples t-tests. 
This type of testing helped to establish that the two pictures did not 
significantly differ in emotional content levels where both had high or low 
levels of emotional content, but did differ in rational content levels as one 
picture had higher levels of rational content than the other. This analysis was 
undertaken across all paired sets of pictures and text. The emotional and 
rational pictures and sets of text assessed in Pre-test 1 were then used to 
develop four homepages combining high and low emotional and rational 
content.
4.9 Stage 2: Developing and testing homepages
4.9.1 Introduction
This section describes and explains how homepages containing both emotional and 
rational pictures and text were developed and tested to ensure that they were 
appropriate for the main experiment. Based on the results of Pre-test 1, four pictures 
(from one set of pictures) and four pieces of text (within one of the sets of text) with 
varying perceived emotional and rational content were identified for use in the four 
homepages (see Table 4.13). 
Table 4.13 Four types of homepage content
Homepage 
content = Picture + Text
high emotional /
high rational =
high emotional /
high rational +
high emotional /
high rational
high emotional /
low rational =
high emotional /
low rational +
high emotional / 
low rational
high rational /
low emotional =
high rational /
low emotional +
high rational /
low emotional
low rational /
low emotional =
low rational /
low emotional +
low rational /
low emotional 
Four specific issues were investigated in Pre-test 2:
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1. To determine whether there were differences between each of the four 
homepages in terms of their corresponding emotional and rational levels.
2. To undertake an initial assessment of the cause-effect relationship, that is, 
to examine whether variations in the homepages caused the anticipated 
changes in the dependent variables (consumer emotion and consumer 
perceived informativeness). 
3. To further assess the reliability and validity of: (i) the measures assessing 
perceived emotional and rational content; (ii) the instrument measuring 
consumer emotion; and (iii) the instrument measuring consumer 
perceived informativeness.
4. To assess the “realism” of the alternative homepages to ensure that they 
were appropriate for further examination.
4.9.2 Developing the homepages
The four fictitious homepages (see Appendix B 3) were constructed with the 
assistance of an expert in web-design to ensure that they looked realistic. Each of the 
four homepages included a picture and a piece of text with varying emotional and 
rational levels (see selected pictures with varying levels of emotional and rational 
content in Appendix A 5; see selected text with varying levels of emotional and 
rational content in Appendix A 6). The design of the homepages followed the 
standard practice of homepage design (Nielsen, 1999), namely the selected emotional 
and rational pictures and text were placed in the upper-middle section of each 
homepage, which is the usual location for key content. 
To achieve a degree of realism, various (non-functioning) facilitating web elements 
were incorporated within the four homepages: navigation buttons and links to browse 
other pages linked to the homepage, real-time interactive elements, such as email and 
social media links, and other hyperlinks. This content was inactive, since active 
facilitating factors might have confounded the results of the thesis. 
The homepage background was black and the font used was white, as this 
combination of colours provides a higher level of readability and legibility (Hill & 
Scharff, 1997; Zhang & Dimitroff, 2005), as well as serving as a more neutral 
condition, compared to other colours (Hill & Scharff, 1997). All material was static 
and no animated text or images were present, and there were also no banners used. 
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One fictitious name for the financial planning service was used in all four homepages 
and other than the wording of text and the use of specific pictures, all other design 
features were identical in each homepage. 
4.9.3 Pre-test 2: Assessing emotional and rational homepage content
In Pre-test 2, a web-based survey (see Appendix B 1 for the pre-test 2 questionnaire) 
was conducted where respondents quantitatively assessed the alternative homepages. 
The data were used to determine whether there were differences between each of the
four homepages in terms of their corresponding emotional and rational levels, to 
pretest whether there was a cause-effect relationship, to further assess the reliability 
and validity of the instruments used and to determine the level of “realism” of each
of the homepages. 
4.9.3.1 Survey design
The first two pages and the last page of the questionnaire were identical to that of 
Pre-test 1. Page three had the instructions: “In the following questionnaire, you will 
be asked to view FOUR website homepages. We would like you to answer some 
questions about each of these homepages. Please click on the web links as instructed 
to view the homepages. Please view each homepage for 15-20 seconds, and then 
close the pop-up window in which each homepage appears, and finally answer some 
questions about each homepage. Please click “next” to continue with the survey.” 
A separate page and web link to each of the four homepages was then accessed, 
together with the items for measuring: (i) perceived emotional-rational homepage 
content; (ii) consumer emotion; (iii) consumer perceived informativeness; and (iv) 
realism of the homepage. Each item had seven radio buttons giving the options 
“strongly agree” to “strongly disagree” (i.e., a seven-point Likert scale). Homepages 
were randomly rotated to avoid possible primacy and recency effects (Murphy et al., 
2006), and measurement items were rotated to avoid a possible order effect.
4.9.3.2 Data analysis
Data analysis was completed in two phases. The first phase encompassed the 
preliminary analysis to establish reliability, validity and normality of the data (see 
Section 5.2.1-5.2.4). In the second phase, data were analysed to: (i) detect whether 
there were differences between each of the homepages in terms of their 
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corresponding emotional and rational levels of content (see Section 5.2.5); (ii) pilot 
test the cause-effect relationships (see Section 5.2.6); (iii) determine the realism of 
the alternative homepages (See Section 5.2.7).
Confirmation of convergent and discriminate validity followed the same steps as for 
Pre-test 1. Cronbach’s coefficient alpha for internal consistency was calculated for 
the perceived emotional and rational content, and CFAs via AMOS were performed 
to confirm the distinctness of the constructs and the associations. The second phase 
identified the quantitative difference in the perceived emotional and rational levels 
between the four homepages by calculating the mean scores of the perceived content 
types for each of the homepages. ANOVAs were then conducted to locate any 
significant differences, followed by using Tukey’s HSD to identify where differences 
existed for pairs of homepages. Homepages were compared against each other (i.e., 
pairs of homepages) using independent samples t-tests. For example, a homepage 
with high rational content and low emotional content was compared to one with high 
rational and high emotional content to ensure that the two homepages did not 
significantly differ in their rational content levels, but differed in their emotional 
content levels.
Stage 2 also tested the cause-effect relationships between the independent and 
dependent variables—to undertake a preliminary examination of whether the 
homepages caused anticipated changes in consumer emotion and consumer 
perceived informativeness. MANOVAs were conducted using test statistics for 
:LONV¶VODPEGD³Ȝ´2QFHWKHVLJQLILFDQWPXOWLYDULDWHHIIHFWVGLUHFWDQG
interactive) of the independent variable on consumers’ overall responses to the 
dependent variables were found, a univariate ANOVA was conducted to reveal the 
main effects and interaction effects of the emotional and rational homepage content 
on each dependent variable. 
The MANOVA and ANOVA results were valuable indicators that the homepages to 
be tested in the main experiment had been effectively selected. The main effect
analyses identified, for example, that homepages with high levels of emotional 
content had a greater effect on consumer emotion than those with low levels of 
emotional content, strongly suggesting that the cause (emotional content) had an 
association with the effect (consumer emotion) and that the cause-effect relationship 
could be established. Finally, the mean scores of the composite three-item measure 
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of homepage realism were calculated. The range of the scores indicated that the 
respondents thought each of the homepages was realistic. Based on these results, the 
four homepages and the measurement instruments were used, unchanged, in the main 
experiment.
4.10 Stage 3: Identifying NFA and NFC characteristics
4.10.1 Introduction
The interaction hypotheses advanced in the conceptual development chapter were 
that the association between emotional and rational homepage content and 
consumers’ responses—consumer emotion and consumer perceived 
informativeness—may vary according to consumers’ levels of NFA and NFC (i.e., 
high and low for each). While these hypotheses were to be tested in the main 
experiment, it was first necessary to identify respondents with high and low NFA and 
NFC levels in order to assign them to four different personality categories: high NFA 
and high NFC, high NFA and low NFC, low NFA and high NFC, and low NFA and 
low NFC (Stage 3). In the main experiment (Stage 4), which occurred two weeks 
later, respondents from each of the four personality categories were then randomly 
assigned to one of the four homepages with varying levels of emotional and rational 
content (as designed in Stage 2), resulting in a full factorial design across the 
2x2x2x2 independent variables.
The data collected in Stage 3 had three purposes:
(i) to assess the reliability and validity of the instruments measuring NFC 
and NFA (see Section 5.3.1 to 5.3.2).
(ii) to assign respondents to one of four personality groups: high NFA and 
high NFC, high NFA and low NFC, low NFA and high NFC, and low 
NFA and low NFC (see Section 5.3.3). 
(iii) to assess whether each of the four categorisations was sufficiently 
different to enable varied personality types to be assessed in Stage 4 (see 
Section 5.3.4).
4.10.2 Sampling criteria
The sampling criteria for Stage 3 required that respondents had some Internet 
experience, were living in Australia, and were aged 30 years or over. The 
Chapter 4: Research methodology
148 
 
respondents were recruited through the same online panel provider, but importantly 
respondents who had participated in Stages 1 or 2 were excluded.
4.10.3 Sample size
MANOVA was used to analyse the data to examine the main and interaction effects 
of the independent variables on consumer emotion and perceived informativeness. 
When using MANOVA, Hair et al. (2006) recommend a minimum cell size of 30 
observations per cell. However, Hair et al. (2006) acknowledge that larger cell sizes 
may be required for acceptable statistical power. Power is defined as the ability to 
detect “real” differences (Kraemer & Thiemann, 1987) and ranges from 0 to 1 (Hair 
et al., 2006). Power is not only related to sample size, but it is also influenced by 
effect size. Effect size refers to the strength of the association between variables 
and/or strength (size) of the difference found. Cohen (1988) argued that given an 
anticipated medium-to-large effect size, 30 respondents per cell should lead to 
approximately 80% power. 
Data from the main experiment were collected from 16 experimental cells, with 35 
responses per cell being collected in case any observations were not usable. This 
means that there were 560 completed responses overall, which represents 140 
respondents within each of the four personality categories. Table 4.14 shows the 
distribution of the four personality categories in two previous studies that have 
sought to classify respondents using NFC and NFA (Arceneaux & Wielen, 2013; de 
Bruijn et al., 2011).
Table 4.14 Distribution of four personality traits
Arceneaux & Wielen (2013) de Bruijn et al. (2011)
Personality 
group
High 
NFA-
Low 
NFC
High 
NFA-
High 
NFC
Low 
NFA-
Low-
NFC
Low 
NFA-
High 
NFC
High 
NFA-
Low 
NFC
High 
NFA-
High 
NFC
Low 
NFA-
Low-
NFC
Low 
NFA-
High 
NFC
Total number 
within the 
sample
171 339 305 191 60 104 80 56
Percentage 
within the 
sample
16.99% 33.69% 30.03% 18.98% 20% 34.7% 26.7% 18.7%
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Considering the given distribution presented in Table 4.14, it was determined that at 
least 1000 completed responses in Stage 3 would be sufficient to obtain at least 140 
respondents per cell, as was required for Stage 4. The panel provider suggested 
increasing the sample to allow for 30% of respondents (i.e., 42) to potentially drop-
out between Stages 3 and 4, which was the online provider’s experience with multi-
wave studies. The sample for Stage 3 was, therefore, increased to 1200 respondents.
4.10.4 Questionnaire design
Page one of the questionnaire (the Stage 3 questionnaire is presented in Appendix C 
1) included a screening question on respondent age. This was followed by a welcome 
message, the title of the project and the name of the sponsoring organisation—
Deakin University’s logo was included to increase the credibility of the study 
(Churchill, 2001). On page three there was a brief introduction about the 
questionnaire, including how long it should take respondents to complete. Page four 
contained the measurement items for NFC (16 items) and NFA (10 items). Items 
were rotated to avoid any potential order bias (Zikmund, 2003). Page five asked for 
respondents’ demographics and Internet experience. A progress indicator was 
provided at the top of each page so that respondents could see their progress within 
the questionnaire. Each respondent was assigned a unique ID number to allow for 
tracking and re-invitation of selected respondents in Stage 4. 
4.10.5 Data analysis
The data obtained from the survey were downloaded into an SPSS 21.0 data-sheet. 
Responses identified by the panel provider as flat lining or speeding were eliminated. 
The 1181 usable responses were analysed for normality, skewness and kurtosis, 
which was determined to be within the acceptable range (r1.5) (Malhotra, 2011). 
The data analysis was completed in two phases. The first phase included the 
preliminary analysis to establish reliability, validity and normality of the data. The 
second phase involved the categorisation of respondents into the four categories of 
NFA/NFC personality traits based on median-splits of each score. An internal 
consistency check of the 26 items representing the NFC and NFA instruments was 
carried out using Cronbach’s coefficient alpha (Churchill, 1979). CFAs were 
performed via AMOS to check that the NFC and NFA constructs were 
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unidimensional and that the items used to measure them had strong associations and 
represented single constructs (Malhotra, 2011; Byrne, 2013; Hoyle, 2012). This 
determined whether items met the criteria for convergent and discriminate validity, 
allowing the researcher to test the hypothesis that a relationship between observed 
variables and their underlying latent construct existed (Kline, 2005) (see Section 
4.6.3 and 4.6.4). After having established the reliability and validity of the data, 
mean values for NFA and NFC were determined. Using median-splits, respondents 
were categorised according to their scores on each dimension into four groups: high 
NFA / high NFC, high NFA / low NFC, low NFA / high NFC, and low NFA / low 
NFC. 
4.10.6 Median split
A median split is one type of artificial categorisation, described as “the more general 
process of defining categorical variables based on the value of a numeric variable” 
(De Coster et al., 2011, p. 198). Previous researchers in marketing communication 
and consumer psychology have used median splits on continuous variables to 
transform them into dichotomous variables, which are variables that allow only two 
values, such as low versus high. Studies by Arceneaux and Wielen (2013) and de 
Bruijn et al. (2011) have categorised people in terms of their NFA and NFC via a 
median split to convert these continuous variables into two categories, namely low 
(respondents’ scores below the median) and high (scores above the median). These 
two studies claim the observed measure has high reliability, and the relative group 
sizes of the dichotomised indicator match those of the underlying variable. 
The artificial categorisation allows researchers to examine and illustrate the nature of 
interaction effects. It improves communication among researchers and the public by 
making results more interpretable and easier to understand (De Coster et al., 2011)
although some authors have cautioned against using median splits to dichotomise 
continuous variables (see, for example, Rucker et al., 2015). This is because when 
variables are artificially categorised by a median split, the potentially rich variation 
in individual scores has to be discarded, which often leads to inefficient effect size 
estimates and distorted research findings (Rucker et al., 2015). However, Iacobucci 
et al. (2015) argued that there are instances where performing a median split is 
appropriate. They concluded that researchers can be confident that when independent 
variables are uncorrelated, it is totally acceptable to conduct median split analyses.
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They further suggested that dichotomising continuous variables is appropriate when 
“researchers are more interested in examining group differences, such as individuals 
who score “high” or “low” on attitudes or preferences” (p. 662). Within this thesis, 
the researcher is interested in understanding different groups, rather than the extent 
to which increasing levels of NFA or NFC influence relationships. As such, using a 
median split is deemed appropriate.
The candidate adopted de Bruijn et al.’s (2011) method of splitting the data and 
categorising consumers into high/low NFA-NFC categories. First, the composite 
scores for all respondents in the sample were calculated according to each 
respondent’s scores on the NFC and NFA instruments. NFA was scored by summing 
the scores of the five items from the two sub-dimensions of NFA (avoidance and 
approach) and then subtracting the avoidance score from the approach score. The 
overall NFC score was calculated by summing the scores of the 18 items of the NFC 
instrument. Second, respondents’ NFC and NFA composite scores were classified 
into two groups (low and high), split at the median. Low composite scores for NFC 
and NFA were each coded as 1 and high as 2. A new group number variable was 
then created whereby each NFC-NFA combination (i.e., HH, HL, LH, and LL) was 
given a code of 1-4. Table 4.15 shows the values of the median split data, group 
number and number of respondents in each group (see Section 5.3.3 for results).
Table 4.15 Coded value of the median split data
Ranking value for NFC/NFA)
NFA-NFC category Group number
NFC NFA
1 1 low-low (LL) 1
2 1 high-low (HL) 2
1 2 low-high (LH) 3
2 2 high-high (HH) 4
4.10.7 Statistical differences between NFA and NFC groups
An ANOVA was conducted to identify whether there were significant differences 
between the four groups in terms of their corresponding NFA and NFC mean scores. 
Assuming significant differences in the NFA and NFC levels of personality groups 
were found, Tukey’s HSD post-hoc multiple group analysis was then performed to 
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identify where the differences arose, specifically whether one NFA-NFC category 
differed from the other three NFC-NFA categories. 
After finding the differences among the personality groups and a sufficient number 
of respondents within each group, lists of these four groups (with their ID) were then 
sent to the panel provider. This allowed the panel provider to send invitations to the 
respondents within each of the categorised groups to participate in Stage 4 (i.e., the 
main experiment). The main experiment data for Stage 4 were collected 15 days after 
the Stage 3 data collection in an attempt to minimise respondent drop-out between 
stages.
4.11 Stage 4: The main experiment
4.11.1 Introduction
The main experiment was designed to test the hypotheses advanced via the 
conceptual model. It used a 2x2x2x2 factorial design using two homepage factors—
emotional content (high and low) and rational content (high and low)—and two 
individual characteristics—NFA (high and low) and NFC (high and low). The 
homepage content had been developed and tested in Pre-test 1 and Pre-test 2, and 
NFA/NFC were measured in Stage 3. Two dependent variables were assessed: 
consumer emotion and consumer perceived informativeness. 
The data collected in the main experiment were analysed for three purposes:
1. To determine differences between each of the four homepages in terms of 
their corresponding emotional and rational levels of content (manipulation 
check).
2. To re-assess the reliability and validity of the instruments that measured 
consumer emotion and consumer perceived informativeness.
3. To test the hypotheses advanced in Chapter 3.
The following sections discuss the sampling frame, survey design, data collection 
and data analysis procedure for the main experiment.
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4.11.2 Sample criteria and size
All respondents who had been grouped into the four personality categories in Stage 3 
were invited to participate in the main experiment (Stage 4). The sampling criteria 
were that all respondents had some Internet experience, were living in Australia, and 
were aged 30 years or over (as was assessed in Stage 3). 
Data from the main experiment were collected from the 16 experimental cells (see
Table 4.16). As was discussed in Section 4.10.3, the number of completed responses 
was increased to 35 per cell (compared to Cohen’s and Hair et al.’s recommended 30 
per cell) as a precaution in regard to having unusable observations. Thus, the main 
experiment required 35 x 4 = 140 respondents within each of the four personality 
categories (560 completed responses). 
C
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Table 4.16 Treatm
ent allocations
Personality variables
Treatm
ent no.
H
om
epage
N
um
ber of participants
N
FC
N
FA
Em
otional
R
ational
H
igh
H
igh
1
H
igh
H
igh
35
H
igh
H
igh
2
H
igh
Low
35
H
igh
H
igh
3
Low
H
igh
35
H
igh
H
igh
4
Low
Low
35
H
igh
Low
5
H
igh
H
igh
35
H
igh
Low
6
H
igh
Low
35
H
igh
Low
7
Low
H
igh
35
H
igh
Low
8
Low
Low
35
Low
H
igh
9
H
igh
H
igh
35
Low
H
igh
10
H
igh
Low
35
Low
H
igh
11
Low
H
igh
35
Low
H
igh
12
Low
Low
35
Low
Low
13
H
igh
H
igh
35
Low
Low
14
H
igh
Low
35
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Table 4.16 Treatm
ent allocations
Personality variables
Treatm
ent no.
H
om
epage
N
um
ber of participants
Low
Low
15
Low
H
igh
35
Low
Low
16
Low
Low
35
Chapter 4: Research methodology
156 
 
Importantly, although 1200 complete responses were collected in Stage 3 to 
categorise the four personality groups of NFA and NFC, the online provider advised 
that there could be a 30% drop out of respondents between Stages 3 and 4 (two 
weeks apart), potentially leaving approximately 900 possible respondents for the 
main experiment. Using the sample distribution found for each category in previous 
research as reported in Table 4.14 (Arceneaux & Wielen, 2013; de Bruijn et al., 
2011), this meant that the distribution of the 900 responses should result in 
approximately 270 respondents with high NFA/high NFC, 180 with high NFA/low 
NFC, 180 with low NFA/high NFC, and 270 respondents with low NFA/low NFC, 
which would meet the main experiment criterion of 140 respondents per personality 
category. All 1200 respondents from Stage 3 were invited to participate in the final 
stage of data collection, with a maximum quota of 45 placed on each cell to give 
room to allow for any invalid responses to be removed. 
4.11.3 Questionnaire design
The main experiment’s web-based questionnaire included a survey block function 
program. The questionnaire comprised four survey blocks (Table 4.17)
Table 4.17 Distribution of the blocks within the web questionnaire
Blocks
NFA-NFC personality group
Maximum participants for each 
block = 45. Total responses 
collected: 4 blocks x 45= 180
Block 1: high emotional content-high rational 
content 
Block 2: high emotional content-low rational 
content 
Block 3: low emotional content-high rational 
content 
Block 4: low emotional content-low rational content 
high NFA-high NFC
Block 1: high emotional content-high rational 
content 
Block 2: high emotional content-low rational 
content 
Block 3: low emotional content-high rational 
high NFA-low NFC
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Table 4.17 Distribution of the blocks within the web questionnaire
Blocks
NFA-NFC personality group
Maximum participants for each 
block = 45. Total responses 
collected: 4 blocks x 45= 180
content 
Block 4: low emotional content-low rational content 
Block 1: high emotional content-high rational 
content 
Block 2: high emotional content-low rational 
content 
Block 3: low emotional content-high rational 
content 
Block 4: low emotional content-low rational content 
low NFA-high NFC
Block 1: high emotional content-high rational 
content 
Block 2: high emotional content-low rational 
content 
Block 3: low emotional content-high rational 
content 
Block 4: low emotional content-low rational content 
low NFA-low NFC
Each block included a web link to one of the four homepages created in Stage 2, and 
an instrument to measure responses (i.e., consumer emotion, consumer perceived 
informativeness, perceived emotional content and perceived rational content) to the 
homepage presented in the block. The content in each of the four survey blocks was 
identical; only the stimulus (i.e., the homepage with different levels of emotional and 
rational content) was varied. The blocks could be randomly rotated among the 
respondents within each personality group, and the quota function controlled the total 
number of respondents for each block. This allowed a maximum of 45 responses 
within each personality group for any one type of homepage.
Within each survey block, the questionnaire appeared page by page, and a progress 
indicator was displayed. Page one provided a consent form including the title of the 
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project and the name of the sponsoring organisation— the title of the research study 
and Deakin University’s logo were prominently displayed. Participants were also 
told how long the questionnaire should take them to complete. At the foot of the page 
“yes” or “no” options were given to continue or discontinue with completing the 
questionnaire.
Page two included a link to one of the four randomly selected homepages (that were 
randomised). Respondents were told that they would view a web homepage of a 
fictional financial service provider by clicking the link. The homepages had been 
designed to look realistic, although no active cookies or hyperlinks were provided so 
as not to distract the respondents (see Section 4.10.2). Respondents were instructed 
to view the homepage for 15-20 seconds, then close the pop-up window containing it 
and proceed to the next page. We selected 15-20 seconds for respondents to view the 
material as previous research (Kim & Fesenmaier, 2008) suggests that consumers 
spend on average 15-20 seconds before they approach or avoid any further 
exploration of a homepage. A timer was programmed to record and manage how 
long each respondent spent on the page; the timer was not displayed to the 
respondent.
Page three contained the measurement items for consumer emotion (four items) and 
consumer perceived informativeness (four items). A seven-point Likert scale giving 
the options “very strongly agree “to” very strongly disagree accompanied each item. 
Items were randomly presented to avoid order bias (Zikmund, 2003) generated by 
the influence of earlier questions. 
Page four contained eight items for manipulation checking—that is, to what extent 
respondents found the homepage to have the appropriate levels of emotional and 
rational content. A seven-point Likert scale giving the options “very strongly agree” 
to “very strongly disagree” accompanied each item of the perceived emotional and 
rational content instruments and items were presented randomly to avoid order bias. 
Page five asked for respondents’ demographics and Internet experience.
4.11.4 Data analysis
Data obtained from the survey were entered into a single data-sheet within SPSS 
21.0 for Windows. Responses for flat lining and speeding were eliminated and data 
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were analysed for normality, skewness and kurtosis within the acceptable range 
(r1.5) (Malhotra et al., 2011). The data analysis was completed in two phases. The 
first phase established reliability and validity of the data and the normality of the data 
distribution, and the manipulation checks to determine whether there were 
differences between each of the four homepages in terms of their corresponding 
emotional and rational levels of content. The second phase involved testing the 
hypotheses advanced in Chapter 3, i.e., the main and interaction effects of the 
independent variables, i.e., emotional content, rational content, consumer NFA and 
consumer NFC on the dependent variables, i.e., consumer emotion and perceived 
informativeness. 
First phase
In the first phase, an internal consistency check of the four items reflecting consumer 
emotion and four items for perceived informativeness was carried out using 
Cronbach’s coefficient alpha (Churchill, 1979) (see Section 5.4.1). CFAs were 
performed using AMOS to check that consumer emotion and consumer perceived 
informativeness were uni-dimensional constructs and the items used to measure each 
construct had strong associations and represented single concepts (Malhotra et al., 
2011; Byrne, 2013; Hoyle, 2012), i.e., to check that the items met the criteria for 
convergent and discriminate validity (see Section 5.4.2). ANOVA was conducted to 
validate that the manipulations worked, that is, whether there were differences 
between each of the four homepages in terms of their corresponding emotional and 
rational levels of content (see Section 5.4.3). Then Tukey's HSD post-hoc multiple 
comparisons were performed to identify where differences in homepages exist (See 
Section 5.4.3). 
Second phase
To test the hypotheses, cell means of both consumer emotion and consumer 
perceived informativeness for each experimental group were calculated and 
compared by performing MANOVAs. MANOVA can reveal whether multiple levels 
of independent variables (i.e., high/low levels of emotional content, rational content, 
consumer NFC and consumer NFA) on their own or in combination with one another 
have an effect on multiple dependent variables (i.e., consumer emotion and consumer 
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perceived informativeness). The justification for and procedure of using MANOVA 
was discussed in Section 4.7.4.
When presenting the results obtained from MANOVA, the test statistics for Wilks’s 
ODPEGDȜZHUHFRQVLGHUHGDSSURSULDWHIRUWKLVWKHVLV:LONV¶VODPEGDH[DPLQHV
whether groups differ in some way, without being concerned with whether they 
differ on at least one linear combination. Significance testing for Wilks’s lambda is 
automatically transferrable into an F-statistic using SPSS for Windows, so 
researchers find it convenient to test the effect of independent variables on multiple 
dependent variables; the level of significance can be identified by computing the p-
values (Zikmund, 2000). 
Once the significant multivariate effects (direct and interaction) of independent 
variables on consumers’ overall responses to both the dependent variables—
consumer emotion and consumer perceived informativeness—were found, a 
univariate ANOVA was conducted to identify the hypothesised main effects and 
interaction effects of independent variables on each of the dependent variables. Three 
non-hypothesised relationships with significant multivariate results warranted further 
analysis and discussion in this thesis (see Section 5.5). 
Following the ANOVA, independent samples t-tests were performed to determine 
whether there were differences in consumer emotion and perceived informativeness 
across different combinations of independent variables hypothesised in this thesis. In 
addition, the results of simple effects analysis were noted to identify the effect of an 
independent variable at a particular level on another independent variable, for 
example the effect of emotional content at both high and low levels on rational 
content (see Section 5.5). 
4.6 Conclusion 
This chapter described the topics relevant to the research method. Particular attention 
was paid to the operationalisation of the constructs of interest, the development of 
homepage content, and the procedures involved in the pre-tests and the main 
experiment. The following chapter reports on the data analysis for the different 
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stages of this thesis study, including the analysis used to test the hypotheses. The 
results of the analysis described are presented in Chapter 5.
Chapter 5: Results
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Chapter 5: Results
This chapter presents the results of the data analysis for each of the four stages of the 
thesis study. Section 5.1 describes the results of Stage 1 that involved the evaluation 
of the emotional and rational content of pictures and text; Section 5.2 describes the 
results of Stage 2 that involved the evaluation of the emotional and rational content 
of the integrated homepage; Section 5.3 details the results of Stage 3 that was used to 
categorise consumers’ personality characteristics into high and low levels of NFC 
and NFA; and Section 5.4 examines the results of Stage 4, which is where the main 
experiment hypotheses were tested. Section 5.5 provides a conclusion to the chapter.
5.1 Pre-test 1: Data analysis
Pre-test 1 consisted of two web-based surveys in which respondents quantitatively 
rated the emotional and rational levels of two sets of pictures (14 and 12 pictures, 
respectively) and (four pieces of text, within three alternative sets of text). Survey 1 
included picture set 1 (14 pictures) and (four pieces of text, within three alternative 
sets of text (total 12 pieces)). Survey 2 used picture set 2 (12 pictures) and the same 
12 pieces of text descriptions for survey 1 (see Section 4.8.3 for more detail). 
As was discussed in Section 4.8, Pre-test 1 had two objectives:
1. To assess the manipulated high and low levels of emotional content 
and rational content within pictures and text. Specifically, pre-test 1 
was conducted to determine whether there were perceived differences 
among the sets of pictures and text in terms of their corresponding 
emotional and rational levels.
2. To assess the reliability and validity of the instruments measuring 
perceived emotional and rational content.
5.1.1 Pre-test 1: Response rate
Pre-test 1 consisted of two web-based surveys. For each survey, data were collected 
from 140 different respondents, recruited from a commercial online panel. After 
screening and data cleaning (i.e., cases were removed for speeding and flat lining), 
the final number of completed responses was 120 for Survey 1 and 104 for Survey 2
(see Table 5.1).
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Table 5.1 Response rates
Survey
Number of 
invitations 
sent to panels 
members
Panel 
members 
respond to 
screening 
question
Screen outs 
(did not meet 
screening 
criteria)
Drop outs (started 
questionnaire, did 
not submit)
Data cleaning 
(removed for 
speeding and 
flat lining)
Completed 
responses
1 40000 411 186 53 52 120
2 40000 366 178 41 43 104
5.1.2 Pre-test 1: Normality
The skewness and kurtosis values for the constructs (i.e., perceived emotional 
content and perceived rational content) were examined to assess data normality. Lei 
&  Lomax (2005) suggest (see Section 4.7.1) that skewness and kurtosis values less 
than +/- 1.0 indicate slight non-normality, values between +/- 1.0 to 2.3 indicate 
moderate non-normality and those in excess of +/- 2.3 indicate severe non-normality. 
In an experimental design, a “rule of thumb” is that data may be assumed to be 
normal if skew and kurtosis is within the range of +/- 1.5 or even 2.0 (Schumaker & 
Lomax 2004, p. 69). For Survey 1, the items were only slightly skewed (ranging 
from -.90 to 0.02) and displayed slight levels of kurtosis (-77 to -46) (see Table A.1 
and A.2 in appendix A 4 for the descriptive statistics, including values for skew and 
kurtosis for all items used in Stage 1).
Importantly, the data collected for Survey 2 (which tested picture set 2 and three sets 
of text) showed the data were not normally distributed as they violated the specified 
ranges for skew and kurtosis. Hence, results for Survey 2 are excluded and only the 
results of Survey 1 are reported in the following sections.
5.1.3 Pre-test 1: Reliability
As was discussed in Section 4.1.2, Singh & Dalal (1999) developed a measure of 
perceived emotional and rational content using eight items (four items for perceived 
rational content and four items for perceived emotional content), measured on a 
seven-point scale anchored at 1 = “disagree strongly” and 7 = “agree strongly”. An 
internal consistency check on the four items measuring each type of content was 
carried out using Cronbach’s coefficient alpha (Churchill, 1979). The Cronbach’s 
DOSKDFRHIILFLHQWĮZDVIRUWKHSHUFHLYHGUDWLRQDOFRQWHQWRIWH[WSLFWXUHV
and 0.92/0.95 for perceived emotional content of text/pictures, indicating good 
internal consistency. This result is consistent with the Cronbach’s coefficient alpha 
reported (0.88) in the Singh & Dalal (1999) study.
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5.1.4 Pre-test 1: Validity
The results of the CFA for the two-factor measurement model for perceived 
emotional and rational content (see Table A.3 in the appendix A 4) show acceptable 
model fit - 2 /df = 2.56, CFI =.93, GFI= .97, RMSEA =.06 (see Section 4.3.1 which 
described acceptable fit statistics) (Byrne, 2010; Hair et al., 2006; Holmes-Smith et 
al., 2006). The squared multiple correlation (SMC) values for all of the items 
measuring perceived emotional and rational content were above 0.3, so all items in 
the measurement model were retained for inclusion in the respective constructs. 
Composite reliability (CR) was above the acceptable level of 0.7 (see Section 4.1.3.3 
for a discussion) (Holmes-Smith et al., 2006). Holmes-Smith et al. (2006) argue that 
for a measurement model the goodness-of-fit statistics confirm the construct validity 
of the construct of interest, thus perceived emotional and rational content can be said 
to have construct validity. The average variance extracted (AVE) values were above 
0.5 for both perceived emotional and rational content, which also provides evidence 
of convergent validity (Fornell & Larker, 1981). Discriminant validity was achieved 
for each of the two latent constructs as the square roots of the AVE values of 
perceived emotional content (0.91) and perceived rational content (0.95) were greater 
than the standardised correlation coefficients (0.81) between these constructs, as 
suggested by Fornell & Larker (1981). Therefore, the CFA results indicated that the 
measurement model fit well, with no further refinements to these constructs being 
needed.
5.1.5 Pre-test 1: Manipulation checks
The 120 respondents from Pre-test 1 were shown 14 pictures and four pieces of text, 
within three alternative sets of text (total of 12 pieces of text), one piece of 
information at a time. They were asked to rate the level of perceived emotional and 
rational content for each one of the 24 alternative pieces of information (see 
appendix A 1). Their responses were assessed on a 9-point Likert scale anchored 
from “very strongly disagree” to “very strongly agree”. 
To assess the quantitative differences in the perceived emotional and rational levels 
of the 24 stimuli, the following data analysis procedure was undertaken. An ANOVA 
was conducted to locate any significant differences in the mean scores of the 
emotional and rational levels for each of the 14 pictures and each of the 12 pieces of 
text. Tukey’s HSD (honestly significant difference) test was conducted to compare 
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the homogenous subsets of emotional and rational means for both pictures and text 
(see Table 5.7 and 5.8). Based on the result of this test, four pictures and four pieces 
of text were selected with the following characteristics: high emotional and high 
rational content, high emotional and low rational content, low emotional and high 
rational content, and low emotional and low rational content. Independent samples t-
tests were conducted to assess differences between each picture and text in terms of 
its corresponding emotional and rational level.
Section 4.4.2 described two important assumptions that needed to be met before 
ANOVA could be performed, namely the assumption of normality and the 
assumption of equality of variances between groups (homogeneity of variances). 
First, for Pre-test 1, the descriptive statistics in Tables A.1 and A.2 in Appendix A 4
show that the dependent variables were normally distributed. Second, the results of 
Levene’s test for homogeneity of variances (see Table 5.2) were not significant, 
leading to the conclusion that variances across the groups were the same, meeting the 
equal variance assumption.
Table 5.2 Levene’s test of perceived emotional and rational content
Picture Text
Perceived emotional content F=.507, p>.05 Perceived emotional content F=1.20, p>.05
Perceived rational content F=.631, p>.05 Perceived rational content F=1.23, p>.05
 
5.1.6 ANOVA
The mean scores of levels for the perceived emotional content and perceived rational 
content for the pictures and pieces of text were compared using ANOVA. Table 5.3 
presents the mean scores for levels of perceived emotional content and perceived 
rational content for each picture, including the standard deviation of responses for 
each picture. Table 5.4 presents the mean scores for levels of perceived emotional 
content and perceived rational content for each piece of text, including the standard 
deviation of responses for each.
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Table 5.3 Mean score of perceived emotional and rational content (pictures)
Perceived emotional content Perceived rational content
Picture number Mean SD Mean SD
1 3.64 1.89 6.35 1.58
2 3.88 1.48 4.13 1.64
3 4.64 1.44 6.30 1.32
4 6.26 1.55 4.53 1.31
5 6.49 1.67 3.90 1.28
6 5.46 1.47 3.91 1.66
7 4.76 1.80 6.11 1.84
8 5.67 1.33 3.89 1.77
9 4.19 1.54 5.43 1.48
10 5.10 1.28 3.80 1.55
11 4.02 1.24 6.02 1.19
12 6.34 1.96 5.84 1.77
13 5.28 1.23 4.15 1.48
14 5.15 1.83 3.91 1.19
Table 5.4 Mean score of perceived emotional and rational content (text)
Perceived  emotional content Perceived  rational content
Text  number Mean SD Mean SD
1 6.26 1.45 3.67 1.58
2 5.93 1.73 3.91 1.24
3 3.76 1.41 3.89 1.57
4 6.28 1.55 6.36 1.31
5 5.87 1.59 5.43 1.28
6 3.85 1.47 3.91 1.76
7 5.29 1.80 3.90 1.84
8 3.78 1.39 6.19 1.37
9 5.55 1.54 6.11 1.48
10 4.12 1.88 3.80 1.55
The ANOVA results provided in Tables 5.5 and 5.6 show that the mean scores for 
emotional and rational levels of pictures and text differ significantly, which is 
expected as the pictures and text were designed to differ in regard to levels of 
emotional and rational content.
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Table 5.5 ANOVA for perceived emotional and rational content (pictures)
Sum of 
squares df
Mean 
square F Sig.
Perceived emotional 
content Between groups 1199.906 13 92.30 36.69 .000
Perceived rational content Between groups 1444.17 13 113.39 51.12 .000
Table 5.6 ANOVA for perceived emotional and rational content (text)
Sum of 
squares df
Mean 
square F Sig.
Perceived emotional 
content Between groups 1030.57 9 114.50 52.68 .000
Perceived rational 
content Between groups 1155.56 9 128.39 64.72 .000
5.1.7 Tukey's HSD
Since the ANOVA identified significant differences in the perceived emotional and 
rational levels of pictures and text, Tukey's HSD post-hoc comparisons were 
performed to identify where the differences arose. The homogenous subsets derived 
from the test were used to identify the four pictures and four pieces of text (see 
Tables 5.7 and 5.8) that could be classified as being: high in emotional content and 
high in rational content, high in emotional content and low in rational content, low in 
emotional content and high in rational content and low in emotional content and low 
in rational content. The identified four pictures and four sets of text (the selected 
picture and text and corresponding mean score are presented in the appendix A 5 and 
A 6) would then be used in Stage 2 (see Section 5.2). 
Table 5.7 Tukey’s HSD tests (selected pictures)
Picture
no.
Perceived 
emotional 
content
Perceived 
rational content
Mean SD Mean SD Perceived emotional 
level
Perceived rational 
level
1 3.64 1.89 6.35 1.58 Low High
2 3.88 1.48 4.13 1.64 Low Low
5 6.49 1.67 3.90 1.28 High Low
12 6.34 1.96 5.84 1.77 High High
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Table 5.8 Tukey’s HSD tests (selected text)
Picture
no.
Perceived 
emotional 
content
Perceived 
rational content
Mean SD Mean SD Perceived emotional 
level
Perceived rational 
level
8 3.78 1.39 6.19 1.77 Low High
3 3.76 1.41 3.89 1.32 Low Low
1 6.26 1.45 3.67 1.58 High Low
4 6.28 1.55 6.36 1.31 High High
Independent samples t-tests
Independent samples t-tests were conducted to identify whether there were 
differences between each of the four selected pictures and four selected pieces of 
text, in terms of their corresponding emotional and rational levels; that is, to confirm 
that there were no differences between any two pictures or any two pieces of text 
when both were perceived as being at the same level of emotional or rational content 
(i.e., both being high or low). For example, when a picture with high emotional and 
high rational content was compared with a picture with high emotional and low 
rational content, there should be no difference between the emotional levels of each 
picture, but there should be a difference between levels of rational content. Such a 
finding would support that any perceived difference in regard to consumer outcomes, 
are based on differences in rational content alone. The results of the independent 
samples t-tests are presented in Tables A.4, A.5, A.6 and A.7 in appendix A 4.
5.1.8 Pre-test 1: conclusion
The pictures and text selected based on the results of Pre-test 1 were specifically 
chosen to represent high and low emotional content, and high and low rational 
content as assessed by respondents. The results of Pre-test 1 confirmed that the 
perceived emotional and rational content of the selected pictures and text, with the 
same level of content (i.e., two sets of materials with high or low levels) did not 
differ significantly, but that those of different levels (i.e., high compared to low) did 
differ significantly. This allowed the candidate to progress to further pre-testing, 
developing and assessing the integrated homepages with a combination of selected 
pictures and text in Pre-test 2 (Stage 2).
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5.2 Pre-test 2: Data analysis
Based on the results of Pre-test 1, the candidate combined these pictures and text into 
four homepages for further testing. Integrating pictures and text with matching levels 
of emotional and rational content developed the homepages. For example, the picture 
with high emotional and high rational content was combined with the text with high 
emotional and high rational content (see Section 4.1.2 for a discussion of the 
homepage development process). In Stage 2, 100 respondents recruited through the 
online panel then assessed each of the four homepages via a web-based survey to 
determine whether the emotional and rational levels of the combined materials in the 
four homepages differed. 
Four specific issues were investigated in Pre-test 2 (Stage 2), as follows:
1. To determine whether there were differences between each of the four 
homepages in terms of their emotional and rational levels.
2. To determine the “realism” of the alternative homepages.
3. To pilot test the cause-effect relationship between homepages, i.e., the 
independent variable and the dependent variables (consumer emotion and 
consumer perceived informativeness) in response to the homepages. 
4. To assess the reliability and validity of: (i) the instrument measures 
assessing perceived emotional and rational content; (ii) the instrument 
measuring consumer emotion, and (iii) the instrument measuring 
consumer perceived informativeness.
5.2.1 Pre-test 2: Response rate
The Pre-test 2 questionnaire was distributed via a commercial online panel provider 
to respondents who were at least 30 years of age, as they were assumed to be more 
acquainted with the financial planning context of the homepages. After screening and 
data cleaning, there were 100 usable responses in Stage 2 (see Table 5.9).
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Table 5.9 Response rates
Survey
Number of 
invitations 
sent to panels 
members
Panel 
members 
respond to 
screening 
question
Screen outs 
(did not meet 
screening 
criteria)
Drop outs (started 
questionnaire, did 
not submit)
Data cleaning 
(removed for 
speeding and 
flat lining)
Completed 
responses
1 40000 400 210 61 29 100
5.2.2 Pre-test 2: Normality of the data
The variables in this study (see Tables B.1, B.2, B.3 and B.4 in appendix B 2 for the 
descriptive statistics pertaining to items measuring each construct in the study) 
displayed only slight levels of positive and negative skew (-0.90 to -0.12), slight 
levels of positive kurtosis, and slight to moderate levels of negative kurtosis (-0.73 to 
-0.47), for all of which the values were within the range of +/- 1.5, which leads to the 
assumption of normality being accepted (Hair et al., 2010).
5.2.3 Pre-test 2: Reliability and validity of homepage content
Pre-test 2 used Singh & Dalal’s (1999) two-factor instrument to measure the 
perceived emotional and rational homepage content of the newly constructed 
KRPHSDJHV&URQEDFK¶VDOSKDFRHIILFLHQWĮVKRZHGWKDWHDFKRIWKHWZRIRXULWHP
measures were reliable, i.e., greater than 0.6 (Hair et al. 2010), with values of 0.95 
for perceived rational content and 0.96 for perceived emotional content (see Tables 1 
and 2 in appendix B 2). This result was consistent with the Cronbach’s coefficient 
alphas reported in Pre-test 1. 
The results of the CFA for perceived emotional and rational content in Stage 2 also 
indicated an acceptable model fit, as occurred in Stage 1 (Byrne, 2010; Hair et al., 
2006; Holmes-Smith et al., 2006). This further supported the argument that perceived 
emotional content and rational content were separate constructs.
5.2.4 Pre-test 2: manipulation checks
The 100 respondents were shown the four homepages, one at a time. They were then 
asked to rate the level of perceived emotional and rational content of each homepage 
using the eight items from Singh & Dalal’s instrument. Their responses were 
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assessed on a 7-point Likert scale anchored from “strongly disagree” to “strongly 
agree”. The responses were then evaluated to identify whether there were 
quantitative differences in the levels of perceived emotional and rational content 
using the data analysis procedure applied in Pre-test 1. 
As ANOVAs were used, the assumption of normality and the assumption of equality 
of variances between the groups (homogeneity of variances) had to be assessed first. 
The pre-test 2 data indicated that dependent variables were normally distributed, and 
the homogeneity of variances were not significant (perceived emotional content 
F=.507, p>.05; perceived rational content F=.631, p>.05), i.e., variance across the 
groups was the same. 
The homepages selected for testing in Stage 2 are shown in Appendix B 3. The mean 
scores of perceived emotional and rational homepage content are shown in Table 
5.10. The ANOVA results given in Table 5.11 show that the mean scores for 
emotional and rational levels of homepage content differed significantly, which is 
expected given how they were constructed. Since significant differences were 
identified in the perceived emotional and rational levels of homepages, Tukey's HSD 
post-hoc multiple comparisons were performed (see Table 5.12) to identify the 
homepages in which the differences arose. 
Tukey's HSD post-hoc multiple comparisons were performed (see Table 5.12) to 
identify how the four homepages differed in regard to emotional and rational content.
Table 5.10 Mean scores of perceived emotional and rational content
Homepages Mean SD
Perceived 
emotional 
content
High emotion-high rational 6.2850 1.47283
Low emotion-low rational 4.1700 1.51461
High emotion- low rational 6.5425 1.33525
Low emotion-high rational 4.4950 1.79223
Perceived 
rational content
High emotion-high rational 6.5900 1.20317
Low emotion-low rational 4.3975 1.57317
High emotion- low rational 4.1300 1.47816
Low emotion-high rational 6.5725 1.20253
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Tukey's HSD tests (p<.05) suggested that the homepages could be meaningfully 
classified across the four categorisations: high in emotion and low in rational content, 
low in emotion and high in rational content, high in emotion and high in rational 
content and low in emotion and low in rational content. 
Table 5.12 Tukey's HSD: comparisons of emotional and rational content
Key: L = Low, H = High, EC = Emotional Content, RC = Rational Content
Dependent variable Homepage Homepage Mean difference *(I-J) Sig.
PERCEIVED EMOTIONAL 
CONTENT
L.EC-L.RC
H.EC-H.RC 2.11500 .000
L.EC-H.RC -.25750 .637
H.EC-L.RC 1.79000* .000
H.EC-H.RC
L.EC-L.RC -2.11500* .000
L.EC-H.RC -2.37250* .000
H.EC-L.RC -.32500 .442
L.EC-H.RC
L.EC-L.RC .25750 .637
H.EC-H.RC 2.37250* .000
H.EC-L.RC 2.04750* .000
H.EC-L.RC
L.EC-L.RC -1.79000* .000
H.EC-H.RC .32500 .442
L.EC-H.RC -2.04750* .000
PERCEIVED RATIONAL 
CONTENT
L.EC-L.RC
H.EC-H.RC 2.19250* .000
L.EC-H.RC 2.46000* .000
H.EC-L.RC .01750 1.00
H.EC-H.RC
L.EC-L.RC -2.19250* .000
L.EC-H.RC .26750 .515
H.EC-L.RC -2.17500* .000
L.EC-H.RC L.EC-L.RC -2.46000* .000
Table 5.11 ANOVA for perceived emotional and rational content (homepages)
Sum of 
squares df
Mean 
square F Sig.
Perceived emotional 
content Between groups 441.75 3 147.25 62.27 .000
Perceived rational 
content Between groups 747.79 3 180.22 95.43 .000
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Table 5.12 Tukey's HSD: comparisons of emotional and rational content
Key: L = Low, H = High, EC = Emotional Content, RC = Rational Content
Dependent variable Homepage Homepage Mean difference *(I-J) Sig.
H.EC-H.RC -.26750 .515
H.EC-L.RC -2.44250* .000
H.EC-L.RC
L.EC-L.RC -.01750 1.00
H.EC-H.RC 2.17500* .000
L.EC-H.RC 2.44250* .000
* The mean difference is significant at the 0.05 level.
Both of the high emotion-high rational and the high emotion-low rational homepages 
were rated significantly higher on emotional content than the low emotion-high 
rational and the low emotion-low rational homepages. On the perceived rational 
content measure, both the high emotion-high rational homepage and low emotion-
high rational homepage rated significantly higher than the high emotion-low rational 
homepage and low emotion-low rational homepage.
The results of Tukey's HSD post-hoc comparisons reported in Table 5.12 confirm 
that when the emotional and rational content of the homepages were at the same 
level (i.e., both were high or both were low on emotion or rational content), there 
were no significant differences in respondent assessments. However, when the 
homepages contained different levels of content (i.e., high compared to low), there 
were significant differences; for example, if the two homepages did not significantly 
differ in emotional content levels as both had high or low levels of emotional 
content, but assessments differed when the emotional content in one homepage was 
higher than the emotional content in the other.
5.2.5 Pre-test 2: Pilot testing the causal relationship
The following sub-sections report on: (a) the reliability and dimensionality of the 
constructs that were used to measure consumer emotion and perceived 
informativeness; and (b) the MANOVA examining the main and interaction effects 
of emotional and rational content within the four homepages on consumer emotion 
and perceived informativeness. 
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5.2.5.1 Reliability
The four-item measure of positive consumer emotion was taken from Singh et al.’s 
(2004) study and the four-item measure of consumer perceived informativeness was
taken from Ducoffe (1996) and Chen & Wells (1999) studies (see Section 4.4). In 
both cases, the dependent variables were measured on seven-point scales anchored at 
1 = “disagree strongly” and 7 = “agree strongly”. An internal consistency check of 
the two measures was assessed using Cronbach’s coefficient alpha (Churchill, 1979).
This identified (see Tables 3 and 4 in Appendix B 2) that the Cronbach’s alpha (Į)
was .95 for consumer emotion and .97 for perceived informativness, suggesting that 
there is good internal consistency according to the cut-off values advanced by 
Churchill (1979).
5.2.5.2 Validity
To assess the validity of the consumer emotion and perceived informativeness 
constructs, a two-factor CFA was undertaken. Acceptable model fit indices were 
identified (F2 /df = 3.42, CFI = .97, GFI= .98, RMSEA = .06; see Table B.5 in the 
Appendix B 2) (Byrne, 2010; Hair et al., 2006), and thus consumer emotion and 
perceived informativeness are found to be two separate constructs (Hair et al., 2011; 
Kline, 2005). Composite reliability (CR) for both consumer emotion and consumer 
perceived informativeness were above the acceptable level of 0.7 (Holmes-Smith et 
al., 2006; Jöreskog & Sörbom, 1989). The AVE values were above 0.5 for both 
consumer emotion and consumer perceived informativeness, which also provides 
evidence of convergent validity (Fornell & Larker, 1981). Discriminant validity was 
achieved for each of the two latent variables as the square roots of the AVE values of 
consumer emotion (0.91) and consumer perceived informativeness (0.95) were 
greater than the standardised correlation coefficients (0.81) between these constructs, 
as suggested by Fornell & Larker (1981). Therefore, as the CFA results indicated the 
measurement model fitted well, thus no further refinements to these construct 
measures were required.
5.2.5.3 MANOVA: the effect of alternative homepage content
A MANOVA (see Table 5.13) was conducted to examine the effect of emotional and 
rational homepage content on consumer emotion and perceived informativeness. 
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Table 5.13 Multivariate effects of homepage content on consumer emotion
Multivariate Tests
Effect Value F Sig.
Emotional content Wilks’ lambda .692 87.873 .000
Rational content Wilks’ lambda .607 128.130 .000
Emotional content X 
rational content Wilks’ lambda
.985 2.949 .054
As is reported in Table 5.13, the overall (multivariate) effects of each independent 
variable on the dependent variables were statistically significant. Specifically, 
emotional content (Wilks’ lambda (O) = .692, F (3, 395) = 87.87, p<.05), and rational 
content (Wilks' O =.607, F (3, 395) =128.1, p<.05) had significant effects on the 
dependent variables. That is, the rational and emotional homepage content generated 
differences in the dependent variables. These changes in consumer outcomes 
indicated that the manipulations carried out by the candidate were effective. The 
MANOVA results showed that the interaction between emotional and rational 
content was non-significant (Wilks' O =.985, F (3, 395) =2.94, p>.05). 
The MANOVA result was further investigated to find the main effect and the 
interaction effects of homepage content on consumer emotion and consumer 
perceived informativeness. Results of the between-subjects effects (in Table 5.13) 
show that: (a) that emotional content had a main effect [F (3, 396) =174.92, p= .000] 
on consumer emotion, but a non-significant main effect [F (3, 396) =.027, p= .869] 
on consumer perceived informativeness; and (b) that rational content had a main 
effect [F (3, 396) =256.457, p= .000] on consumer perceived informativeness, but a 
non-significant main effect [F (3, 396) =.786, p= .376] on consumer emotion.
The results of the MANOVA suggest that the homepages developed for the main 
experiment had been effectively designed, as a homepage embedded with higher 
emotional content (text and pictures) had a greater effect on consumer emotion than 
one embedded with lower emotional content. However, no significant difference was 
found for the effect of high and low emotional homepage content on consumer 
perceived informativeness. The results also indicated that a homepage embedded 
with higher rational content had a greater effect on consumer perceived 
informativeness than one with lower rational content; however, there was not a 
significant difference for the effect of high and low rational content of the homepage
Chapter 5: Results
 176
on consumer emotion. These relationships are examined further in the main 
experimental study (i.e., in Stage 4). The results may be expected to differ as there 
are no within respondent effects, i.e., as in Stage 4 each respondent only viewed one 
homepage, rather than all four homepages. 
5.2.6 Pre-test 2: Realism testing
It is suggested that realistic experiments enhance generalisability (Davis et al., 2007) 
and thus the realism of the four homepages had to be assessed to ensure the external 
validity of this experiment. This thesis adopted Busselle’s (2001) three-item measure 
of realism using a seven-point scale anchored at 1 = “disagree strongly” through 7 = 
“agree strongly”. The measurement instrument had good internal consistency, with a 
Cronbach’s alpha coefficient of 0.84. The realism results for the four homepages 
ranged from 5.20 to 5.40 indicating that the respondents thought each of the 
homepages was realistic. 
5.2.7 Pre-test 2: conclusion
The pre-test 2 results confirm that the construct measures capturing consumer 
responses (i.e., consumer emotion, consumer perceived informativeness, perceived 
emotional content and perceived rational content) have acceptable reliability and 
validity, and were, therefore, suitable for use in the main experiment.
The manipulation check showed that homepages’ emotional and rational content 
varied based on respondents’ assessment. Further, it showed that when emotional and 
rational content were at the same level, respondents’ perceptions did not statistically 
differ, but when they had different levels their responses did differ significantly. 
A MANOVA identified that the two independent variables (rational and emotional 
content) had an effect on consumers’ emotion and perceived informativeness, 
suggesting that the cause-effect relationship existed, as hypothesised. Finally, the 
realism test identified that respondents felt that each homepage was realistic in the 
financial service context and thus suitable for inclusion in the main survey. Thus, 
based on the results of Pre-test 2, the four homepages and the measurement 
instruments were adopted for use in the main experiment.
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5.3 Stage 3: Categorising NFA and NFC
Section 2.7.1 indicated that different levels of consumer NFC and NFA should 
influence the association between homepage content and consumers’ response to it. 
The categorisation of consumers based on their level of NFA and NFC is, therefore, 
required before conducting the main experiment to allow a random allocation based 
on consumer characteristics in the main study (Stage 4). This was undertaken in Pre-
test 3. Data were collected using a web-based survey from 1241 participants. 
Responses from 64 participants were eliminated for flat lining or speeding, leaving 
1186 completed responses for the analysis. 
The data collected in the Stage 3 pre-test were analysed for three purposes:
1. To assess the reliability and validity of the instruments measuring NFC and 
NFA.
2. To assign respondents to one of four personality groups: high NFA and high 
NFC, high NFA and low NFC, low NFA and high NFC, and low NFA and 
low NFC. 
3. To assess whether there were differences between each of the four personality 
groups to ensure levels of NFA and NFC varied appropriately.
5.3.1 Stage 3: Reliability: NFA and NFC constructs
Data collected from the respondents were firstly analysed for normality. Skewness (-
0.878 to 0.102) and kurtosis (-0.788 to 0.862) were within the acceptable range (i.e., 
+/- 1.5) (see Tables C.1 and C.2 in appendix C 2) (Schumaker & Lomax 2004). 
Consumer NFC (Cacioppo & Petty, 1982) was measured using 18 items on a 7-point 
scale from 1 = “disagree strongly” to 7 = “agree strongly”. The result of the internal 
consistenc\FKHFNRIWKHLWHPVFDUULHGRXWXVLQJ&URQEDFK¶VFRHIILFLHQWDOSKDĮ
(Churchill, 1979) was 0.94, indicating good internal consistency. Consumer NFA 
(Maio & Esses, 2001) was measured with 10 items on a 7-point scale from 1 = 
“disagree strongly” to 7 = “agree strongly”. Cronbach’s alpha for NFA was 0.80 
indicating good internal consistency (see Tables C.1 and C.2 in appendix C 2).
5.3.2 Stage 3: Validity (NFA and NFC measurement model)
To assess the validity of the NFA and NFC measures, the measurement model 
indicated acceptable fit to the data (see Table C.3 in appendix C 2) (F2 /df = 5.78, 
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CFI =.932, GFI= .910, RMSEA =.06). All construct reliability scores—Cronbach’s 
alphas and composite reliability scores—were greater than 0.7, and all AVEs were 
greater than 0.5, as recommended by Fornell & Larker (1981) and Anderson &
Gerbing (1988), indicating convergent validity. 
5.3.3 Stage 3: Calculating NFA and NFC levels
The composite scores for NFA were calculated by summing the score of the five 
items from each sub-dimension of NFA (i.e., avoidance and approach), and then 
subtracting these two dimensions (see section 4.10 for discussion). The composite 
NFC score was the sum of each respondent’s response to each of the 16 items on the 
7-point Likert scale. Using a median split of the data, respondents were separated 
into high or low NFA and NFC groups and then assigned to one of the four groups: 
high NFA / high NFC, high NFA / low NFC, low NFA / high NFC, and low NFA / 
low NFC (see Table 5.14).
Table 5.14 Classifications of respondents according to NFA 
And NFC scores
Need for cognition
High Low
N
ee
d 
fo
r a
ff
ec
t
H
ig
h NFA mean
NFC mean 
n=352
(12.30) 
(77.51) 
(29.7%)
NFA mean
NFC mean
n=256
(11.71) 
(57.68) 
(21.6%)
Lo
w NFA meanNFC mean 
n=231
(0.33) 
(77.51) 
(19.5%)
NFA mean
NFC mean
n=347
(.2346) 
(56.68) 
(29.3%)
Table 5.14 shows that within this thesis, high NFA / high NFC individuals accounted 
for 29.7% of the total respondents, low NFA/low NFC individuals accounted for 
29.3%, high NFA/low NFC individuals for 21.6%, and low NFA/high NFC for 
19.5% of respondents. The distribution of NFA/NFC characteristics is similar to 
those of Bruijn et al. (2012) and Arceneaux & Vander Wielen (2013) who 
categorised their respondents into these four personality groups (see Section 4.10).
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5.3.4 Stage 3: Statistical differences between NFA and NFC groups
An ANOVA was conducted to identify whether there were significant differences 
among the four groups in terms of their corresponding NFA and NFC levels. The 
results presented in Table 5.15 show that the mean scores of the NFA and NFC 
levels differed significantly for each group.
Table 5.15 Between-subjects ANOVAS for NFC and NFA
High NFA-
high NFC
High NFA-
low NFC
Low NFA-
high NFC
Low NFA-
low NFC F
Mean Mean Mean Mean
NFA 12.30 11.71 .33 .23 (3,1182)=819.65,P=.000
NFC 77.50 57.68 77.51 56.68 (3,1182)=513.97,P=.000
The mean difference is significant at the level of *p<.05
Since significant differences in the NFA and NFC levels of personality groups were 
found, Tukey’s HSD post-hoc multiple comparisons (see Table 5.16) were 
performed to identify where the differences arose. 
Table 5.16. Multiple comparisons between NFA and NFC categories
Dependent Variable NFA_NFC(I)
NFA_NFC
(J)
Mean Diffs
(I-J) Sig.
NFA 
SCORE
Tukey's 
HSD
low NFA - low NFC high NFA - high NFC -12.07443* .000
low NFA - high NFC -.09733 .992
high NFA - low NFC -11.48130* .000
high NFA - high NFC low NFA - low NFC 12.07443* .000
low NFA - high NFC 11.97711* .000
high NFA - low NFC .59313 .288
low NFA - high NFC low NFA - low NFC .09733 .992
high NFA - high NFC -11.97711* .000
high NFA - low NFC -11.38398* .000
high NFA - low NFC low NFA - low NFC 11.48130* .000
high NFA - high NFC -.59313 .288
low NFA - high NFC 11.38398* .000
NFA 
SCORE
Tukey's 
HSD
low NFA - low NFC high NFA - high NFC -21.90667* .000
low NFA - high NFC -21.50674* .000
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Table 5.16. Multiple comparisons between NFA and NFC categories
Dependent Variable NFA_NFC(I)
NFA_NFC
(J)
Mean Diffs
(I-J) Sig.
high NFA - low NFC -1.67595 .120
high NFA - high NFC low NFA - low NFC 21.90667* .000
low NFA - high NFC .39993 .956
high NFA - low NFC 20.23072* .000
low NFA - high NFC low NFA - low NFC 21.50674* .000
high NFA - high NFC -.39993 .956
high NFA - low NFC 19.83079* .000
high NFA - low NFC low NFA - low NFC 1.67595 .120
high NFA - high NFC -20.23072* .000
low NFA - high NFC -19.83079* .000
* The mean difference is significant at the 0.05 level.
Tukey’s HSD tests (p<.05) suggested that the NFA and NFC personality groupings 
could be meaningfully classified as high NFA - low NFC, low NFA - high NFC, and 
high NFA- high NFC and low NFA - low NFC. The results of Tukey’s HSD post-
hoc comparisons in Table 5.16 confirm that when a group of consumers had NFA 
and NFC at the same level (i.e., both high or low) there were no significant 
differences; but when NFA or NFC were at different levels, there were significant 
differences. For example, when high NFA - high NFC was compared with high 
NFA- low NFC, there was no difference in the NFA mean score. When high NFA -
high NFC was compared with low NFA and any level of NFC, there was significant 
differences in the NFA mean score.
5.3.5 Stage 3: Conclusion
The analysis of the data collected in Stage 3 showed that consumers could be 
classified into four different personality groups according to their levels of NFA and 
NFC. The main experiment required a minimum of 140 respondents for each group, 
or a total sample of 560 respondents for the full experiment (across the four 
homepages). 
All respondents who had been grouped into the four personality categories in Stage 3 
were invited to participate in the main experiment (Stage 4). The respondents within 
each classification were randomly assigned the four homepages developed and pre-
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tested in Stage 2 (explained in detail in section 4.9). Thus, the respondents in Stage 3 
and in the final survey were the same respondents.
5.4 Stage 4: Main experiment
This section presents the results of the main experiment examining the main effects 
and interaction effects that were hypothesised in Chapter 3. Within this thesis, there 
are four independent variables included in the conceptual framework. Two of these 
were experimentally controlled within the stimuli: (1) emotional homepage content 
and (2) rational homepage content. The other two variables relate to individual 
characteristics and were respondent determined: (3) NFA and (4) NFC, but randomly 
allocated to homepage content. There were two dependent variables: (1) consumer 
emotion and (2) consumer perceived informativeness. 
A sample of participants from each of the four personality categories identified in 
Stage 3 (consumers with high NFA / NFC, high NFA / low NFC, low NFA / high 
NFC, and low NFA / NFC) were randomly assigned four homepages designed in 
Stage 2 (high emotional / rational content, high emotional / low rational content, low 
emotional / high rational content, or low emotional / rational content). This resulted 
in a full factorial design across the 2x2x2x2 independent variables with 16 cells. 
Between-group comparisons were undertaken across all 560 respondents (i.e., a 
minimum of 35 responses for each of the 16 cells). The main experiment included 
594 responses. However, responses from 34 participants in Stage 4 were eliminated 
because they either flat lined or sped through the questionnaire, leaving 560 usable 
responses for the analysis. 
The data collected in the main experiment were analysed for three purposes:
1. To re-assess the reliability and validity of the instruments employed.
2. To determine whether there were differences between each of the four 
homepages in terms of their corresponding emotional and rational levels 
of content (manipulation checks).
3. To test the hypotheses advanced in Chapter 3.
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5.4.1. Stage 4: Reliability and validity
Consumer emotion was measured using the four items for positive emotion from 
Singh et al. (2004) and consumer perceived informativeness was measured using 
four items taken from Ducoffe (1996) (see Section 4.4). In both cases, the dependent 
variables were measured on seven-point scales anchored at 1 = “disagree strongly” 
DQG ³DJUHHVWURQJO\´&URQEDFK¶VDOSKDFRHIILFLHQWĮZDVIRUFRQVXPHU
emotion and .93 for perceived informativeness (see Tables D.1 and D.2 in Appendix 
D 2), indicating good internal consistency according to the cut-offs advanced by Hair 
et al. (2012), and consistent with other research studies that have used these 
measures, as well as the results of the earlier stages of this thesis study. The results of 
the CFA for consumer emotion and consumer perceived informativeness (see Table 
D.3 in Appendix D 2) showed an acceptable model fit (see section 5.2 on acceptable 
fit statistics) (Byrne, 2010; Hair et al., 2006; Holmes-Smith et al., 2006).
5.4.2 Stage 4: Manipulation checks
The ANOVA results are provided in Table D.4 in Appendix D 2 and show that the 
mean scores for emotional and rational levels of homepage content differed 
significantly. Tukey’s HSD post-hoc multiple comparisons were performed to 
identify where the homepage differences were located. Tukey’s HSD tests (p<.05) 
suggested that the homepages could be meaningfully classified across all four 
combinations of emotional and rational content.
5.4.3 Stage 4: Respondent profiles
The sample for the main experiment (n=560) comprised 52% females and 48% males 
(see Table D.10 in appendix D 2). Their ages ranged between 30 and 79 years, with 
the largest group (28%) being 50-59 years old. The distribution of their locations 
across Australia matched current ABS (2015) data, most being from New South 
Wales and the fewest from the Australian Capital Territory.
5.5 Stage 4: Testing the experimental hypotheses
The main experiment employed a 2x2x2x2 post-test-only factorial design, and from 
the 16 possible relationships, 10 relationships, based on prior theory, were 
hypothesised. An additional six relationships exist given the full factorial design, but 
based on the literature there was no support for these specific relationships, and thus 
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they are not included as hypotheses. Two of these non-hypothesised relationships 
are, however, embedded within the complex analysis and are, therefore, discussed as 
part of this. 
To test the hypotheses, cell means of both consumer emotion and consumer 
perceived informativeness for each experimental group were calculated and 
compared using MANOVA. Once the significant multivariate effects (direct and 
interaction) of independent variables on consumers’ overall responses were found, 
univariate ANOVAs were conducted to test the main effects and interaction effects 
of independent variables on each of the dependent variables. To interpret the 
importance of the significant findings, it was necessary to examine an index of the 
effect size or strength of the relationship. A commonly used effect size measure is 
SDUWLDOHWDVTXDUHGSDUWLDOȘ2). Partial eta squared values can range from 0 to 1. 
Cohen (1988) suggested that .01 to .05 indicates a small effect, .06 to.13 indicates a 
moderate effect, and .14 and above indicates a strong effect. In addition, results of 
simple effects analysis were examined to identify the effect of an independent 
variable at a particular level on another independent variable, for example the effect 
of emotional content at both high and low levels on rational content. Independent 
sample t-tests and Tukey’s post-hoc tests were then conducted to identify where 
differences between the groups occurred. All tests and simple effects were conducted 
at p < .05. 
As MANOVA was initially used, the assumptions of normality and equality of 
variances between the groups (homogeneity of variances) had to first be assessed. 
The data indicated that the dependent variables were normally distributed (see Table 
D.1 and D.2 in Appendix D 2, and the homogeneity of variances were significant 
(consumer emotion F=3.56, p=.000; consumer perceived informativeness F=2.24, 
p=.004), i.e., variance across the groups was not the same. However, though the 
assumption of homogeneity of variance was violated, small and even moderate 
departures from homogeneity of variance are not a concern (Tabachnick & Fidell, 
2011) provided that the size of the groups is reasonably similar or the ratio of largest 
group size to smallest group size is 1.5 (Stevens, 1996; Hair et al., 2006). In the case 
of this thesis study, all groups had an equal number of respondents.
To ensure that high correlations between the dependent variables (i.e., between 
consumer emotion and consumer perceived informativeness) did not exist, Pearson’s 
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correlation coefficients were calculated. The results indicated that the correlation 
coefficients on all pairs of constructs were less than .46, satisfying the condition for 
running MANOVA (Zikmund & Babin, 2009). The MANOVA results for the 
hypothesised relationships tested in the main experiment are presented in Table 5.17.
C
hapter 5: R
esults
 
185
Table 5.17
H
ypothesised m
ultivariate and univariate effects on the dependent variables
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A
N
O
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A
F(2,543)
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ilks’ 
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M
A
N
O
V
A
 
effect size
U
nivariate analyses *
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esults
Partial eta 
squared
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er 
em
otion
F(1,544)
C
onsum
er perceived 
inform
ativeness
F(1,544)
H
1a
Em
otional content
F=105.75
(.000)
.720
.280
F=148.50
(.000)
F=.967
(.326)
H
ypothesis supported
H
1b
R
ational content
F=38.92
(.000)
.875
.125
F=.499
(.480)
F=53.76
(.000) H
1b
H
ypothesis supported
H
1c
N
FC
F=13.00
(.000)
.954
.046
F=17.36
(.000)
******
F=21.24
(.000) H
1c
H
ypothesis supported
*****
The univariate effect of N
FC
 on consum
er
em
otion w
as
not hypothesised, but the result is
discussed in Section 6.3.2 as a part of com
plex
interaction
H
1d
N
FA
F=31.88
(.000)
.895
.105
F=59.83
(.000)
F=4.11
(.043)
H
ypothesis supported
H
2a,b
Em
otional content 
x R
ational content
F=24.36
(.000)
.082
F=17.06
(.000)
F=48.10
(.000)
H
ypothesis supported
H
2c
R
ational content x 
N
FC
F=16.17
(.000)
.944
.056
F=22.76
(.000)
*****
F=25.52
(.000)
H
ypothesis supported
*****The univariate effect of R
ational content X
 N
FC
on consum
er em
otion w
as not hypothesised,
but the result is discussed in Section 6.6.1 as a
part of com
plex interaction
H
2d
Em
otional content 
x N
FA
F=28.44
(.000)
.905
.095
F=51.55
(.000)
F=30.76
(.000)
H
ypothesis supported
C
hapter 5: R
esults
 
186
Table 5.17
H
ypothesised m
ultivariate and univariate effects on the dependent variables
M
A
N
O
V
A
F(2,543)
W
ilks’ 
lam
bda
M
A
N
O
V
A
 
effect size
U
nivariate analyses *
R
esults
Partial eta 
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C
onsum
er 
em
otion
F(1,544)
C
onsum
er perceived 
inform
ativeness
F(1,544)
H
3a
Em
otional content 
x
R
ational content 
x N
FC
F=3.56
(.029)
.987
.030
F=.901
(.343)
F=6.98
(.004)
H
ypothesis supported
H
3b
Em
otional content 
x R
ational content 
x N
FA
F=.876
(.060)
.918
.010
F=17.67
(.000)
F=.068
(.079)
H
ypothesis not supported, as M
A
N
O
V
A
 w
as 
insignificant.
Em
otional content 
x R
ational content 
x N
FA
 x N
FC
F=7.90
(.000)
.972
.028
F=15.69
(.000)
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F=2.54
(.111)
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The four-w
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w
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Section 6.9 as part of a com
plex interaction.
This
result allow
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m
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effect 
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epage content and consum
er personality on
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er em
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* Shaded univariate cells show
 hypothesised relationships
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5.5.1 Direct effects
5.5.1.1 Emotional content on consumer emotion
H1a: A homepage with a high level of embedded emotional content will have a 
greater positive effect on consumer emotion than one with a low level of emotional 
content.
The multivariate effect of emotional content on the dependent variables was 
significant (see Table 5.17) (Wilks’ lambda =.720, F=105.75, p<.05). Given the 
significance of the overall test, the univariate main effects were examined. The 
univariate results (see Table 5.17) identified a statistically significant main effect for 
emotional content on consumer emotion [F (1, 544) =148.50, p= .000], as 
hypothesised. The mean score of the effect of high emotional homepage content on 
consumer emotion (M=4.66, SD=1.39) was significantly higher than the mean score 
of low emotional content on consumer emotion (M=3.49, SD=1. 26) (see Table 
5.18).
Table 5.18 Direct effect of emotional content (EC)
Dependent variable Independent 
variable (EC)
Mean S.D. Significant difference between 
levels
Consumer emotion Low 3.49 1.26 (H-L) =1.183
Sig. 000(p<.05)
High 4.66 1.39
The MANOVA results reveal that in regard to homepage content, the emotional 
content had a strong effect on consumers’ response (partial eta squared= .28), which 
indicates that emotional content explained 28% of the variation in consumers’ 
response. Thus, H1a is supported.
5.5.1.2 Rational content on consumer perceived informativeness
H1b: A homepage with a high level of embedded rational content will have a greater 
positive effect on consumer perceptions of the content’s informativeness than 
one with a low level of rational content. 
The multivariate effect (see Table 5.17) of rational content on the dependent 
variables was significant (Wilks’ lambda =.875, F=38.92, p<.05). The univariate 
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results identified a statistically significant main effect for rational content on 
consumer perceived informativeness [F (1, 544) =53.76, p= .000], as hypothesised. 
Table 5.19 shows that the mean score of the effect of high rational content on 
consumer perceived informativeness was significantly higher (M=4.63, SD=1.86) 
than the effect of low rational content (M=3.90, SD=1. 26). Thus, H1b is supported. 
Rational content had a moderate effect (partial eta squared= .12) in determining 
consumers’ response.
Table 5.19 Direct effect of rational content (RC)
Dependent variable Independent variable 
(rational content)
Mean S.D. Significant difference 
between levels
Consumer perceived 
informativeness
Low 3.90 1.28 (H-L)=.72
Sig.480(p NS)High 4.63 1.26
 
5.5.1.3 NFC on consumer perceived informativeness
H1c: High levels of NFC will have a greater positive effect on consumers’ perception 
of the content’s informativeness than will low levels of NFC.
The multivariate effect of NFC on the dependent variables (see Table 5.17) was 
VLJQLILFDQW:LONV¶Ȝ ) S7KHXQLYDULDWHUHVXOWVUHYHDOHGD
statistically significant main effect for NFC on consumer perceived informativeness
[F (1, 544) =21.24, p= .000], as hypothesised. The main effect comparison (Table 
5.20) between high and low NFC indicated that the mean score for high NFC 
(M=4.28, SD=1.69) was significantly higher than that for low NFC (M=3.88, SD=1. 
69) for consumer perceived informativeness. Thus, H1c is supported, with NFC 
having a small effect on consumers’ response (partial eta squared= .04).
Table 5.20 Direct effect of NFC
Dependent variable Independent 
variable (NFC)
Mean S.D. Significant difference 
between levels
Consumer emotion Low 3.88 1.88 (H-L)=.40
Sig. =. 000(p<.05)
High 4.28 1.69
Consumer perceived 
informativeness
Low 4.04 1.68 (H-L)=.45
Sig=.000(p<.05)
High 4.49 1.58
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5.5.1.4 Consumer need for affect (NFA) on consumer emotion
H1d: High levels of NFA will have a greater positive effect on consumer emotion than 
will low levels of NFA.
The multivariate effect of NFA on the dependent variables (See Table 5.17) was 
significant (Wilks' =.895, F=31.88, p<.05). The univariate results revealed a 
statistically significant main effect for NFA on consumer emotion [F (1, 544) 
=59.83, p= .000], as hypothesised. The main effect comparison (Table 5.21) between 
high and low NFA indicated that the mean score for high NFA (M=4.46, SD=1.69) 
was significantly higher than that for low NFA (M=3.71, SD=1. 69) for consumer 
emotion. Thus, H1d is supported. NFA had a moderate effect on consumers’ response 
(partial eta squared= .10),
Table 5.21 Direct effect of Need for Affect (NFA)
Dependent variable Independent 
variable (NFA)
Mean S.D. Significant difference 
between levels
Consumer emotion Low 3.71 1.56 (H-L)=.75
Sig. =. 000(p<.05)
High 4.46 1.69
Consumer perceived 
informativeness
Low 4.10 1.32 (H-L)=.20
Sig=.043(p<.05)
High 4.37 1.25
5.5.2 Two-way interactions
5.5.2.1 Emotional x rational content on consumer emotion
H2a: Emotional and rational homepage content interact, such that a homepage 
embedded with a high level of emotional content combined with a low level of 
rational content will have a greater (positive) effect on consumer emotion than a 
homepage embedded with a high level of rational content; a homepage 
embedded with a low level of emotional content combined with any level of 
rational content will have an unvarying effect on consumer emotion.
The multivariate effect of emotional and rational content (see Table 5.17) on the 
GHSHQGHQWYDULDEOHVZDVVLJQLILFDQW:LONV¶Ȝ ) S7KH
interaction of emotional and rational content had a moderate effect on consumers’ 
response (partial eta squared= .082); the univariate results revealed a significant two-
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way interaction between emotional and rational content on consumer emotion [F (1, 
544) =17.06, p= .000], as depicted in Figure 5.1. 
Figure 5.1 Two-way interactions between emotional and rational content on consumer 
emotion
A simple effects analysis (Table 5.22) revealed that emotional content moderates the 
effect of low rational content on consumer emotion; the mean score of high 
emotional content and low rational content (mean =4.91) was significantly greater 
(F=133.32, p=.000) than the mean score for low emotional and low rational content 
(mean =3.31).
Table 5.22 Simple effects analysis for the interaction effect between emotional 
and rational content on emotion
Simple effects across 
levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational content Low 3.31 4.91 1.58 133.32 .000
High 3.66 4.44 .78 32.44 .000
Simple effects across 
levels/groups
Mean Diff .33 .47
F-Value 5.86 11.69
p-value .016 .001
Table 5.22 also shows that emotional content moderates the effect of high rational 
content on consumer emotion; the mean score of high emotional content and high 
rational content (mean =4.44) was significantly greater (F=32.44, p=.000) than the 
mean score for low emotional and high rational content (mean =3.66). As well, 
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rational content moderates the effect of low emotional content on consumer emotion; 
the mean score of high rational content and low emotional content (mean =3.66) was 
significantly greater (F=5.86, p=.016) than the mean score for low rational and low 
emotional content (mean =3.31). Table 5.21 also shows that rational content 
moderates the effect of high emotional content on consumer emotion; the mean score 
of low rational content and high emotional content (mean =4.91) was significantly 
greater (F=11.69, p=.000) than the mean score for high emotional and high rational 
content (mean =4.44). 
Independent samples t-test
To further examine H2a, post hoc testing of all pairs of cells of emotional and rational 
content were compared using independent samples t-tests to determine whether there 
were differences in consumer emotion across the four different sets of homepage 
content. Firstly, the mean scores for each alternative homepage were calculated 
(Table 5.23), and then an independent samples t-test was conducted to compare the 
mean scores (Table 5.24). 
Table 5.23 Mean scores of consumer emotion across emotional x rational content 
interaction
Low rational -low 
emotional 
High rational -high 
emotional 
High emotional -
low rational 
Low emotional -
high rational 
Consumer 
emotion 3.32, (SD=1.49) 4.44, (SD=1.35) 4.91, (SD=1.33) 3.66, (SD=1.58)
Table 5.24 Differences in consumer emotion across emotional x rational content 
interaction
t-statistics (sig)
low emotional - high 
rational
high emotional - low 
rational
low emotional -low 
rational
high emotional - high rational 4.62 (.000) 2.79 (.006) 7.22 (.000)
low emotional - high rational 7.63 (.000) 1.27 (.056)
high emotional - low rational 10.65 (.000)
Table 5.24 shows that a homepage with high levels of emotional and low levels of 
rational content resulted in significantly greater differences in consumer emotion 
(mean=4.91, SD=1.33) than homepages containing (a) high emotional-high rational 
content (mean=4.44, SD=1.35), t= 2.79 p =.006, (b) low emotional-high rational 
content (mean=3.66, SD=1.49), t =7.63, p =.000, and (c) low emotional-low rational 
content (mean=3.32, SD=1.58), t =10.65, p =.000. The results reveal that when 
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homepages are embedded with low emotional content together with any level of 
rational content, the level of consumer emotion is significantly lower than when the 
rational content is embedded with high emotional content. Importantly, the t
comparison in the table shows that homepages embedded with low emotional-high 
rational content and homepages embedded with low emotional-low rational content 
did not differ in influencing consumer emotion. Thus, H2a is supported.
5.5.2.2 Emotional x rational content on perceived informativeness
H2b: Emotional and rational homepage content interact, such that a homepage 
embedded with a high level of rational content combined with a low level of 
emotional content will have a greater (positive) effect on consumer perceived 
informativeness than a homepage embedded with a high level of emotional 
content; a homepage embedded with a low level of rational content combined 
with any level of emotional content will have an unvarying effect on consumer 
perceived informativeness.
The multivariate effect of emotional and rational content (see Table 5.17) on the 
GHSHQGHQWYDULDEOHVZDVVLJQLILFDQW:LONV¶Ȝ ) S7KHLQWHUDFWLRQ
of emotional and rational content had a moderate effect on consumers’ response 
(partial eta squared= .082); the univariate results revealed a significant two-way 
interaction between emotional and rational content on consumer perceived 
informativeness [F (1, 544) =48.10, p= .000], as depicted in Figure 5.2.
Figure 5.2 Two-Way interactions between emotional and rational content on consumer 
perceived informativeness
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As shown in Table 5.25, a simple effects analysis revealed that emotional content 
moderates the effect of low rational content on consumer perceived informativeness; 
the mean score of high emotional content and low rational content (mean =4.20) was 
significantly greater (F=17.71, p=.000) than the mean score for low emotional and 
low rational content (mean =3.61). It also shows that emotional content moderates 
the effect of high rational content on consumer perceived informativeness. The mean 
score of low emotional and high rational content (mean =5.02) was significantly 
greater (F=.78, p=.000) than the mean score for high emotional and high rational 
content (mean =4.24).
Table 5.25 Simple effects analysis for the interaction effect between emotional and 
rational content on consumer perceived informativeness
Simple effects across 
levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational content Low 3.61 4.20 .58 17.71 .000
High 5.02 4.24 .78 31.35 .000
Simple effects across 
levels/groups
Mean Diff 1.41 .03
F-Value 101.79 .07
p-value .000 .779
Table 5.25 also shows that rational content moderates the effect of low emotional 
content on consumer perceived informativeness; the mean score of high rational 
content and low emotional content (mean =5.02) was significantly greater 
(F=101.79, p=.016) than the mean score for low rational and low emotional content 
(mean =3.61). It further shows that rational content did not moderate the effect of 
high emotional content on consumer perceived informativeness; the mean score of 
consumer perceived informativeness for low rational and high emotional content 
(mean =4.20) and the mean score of consumer perceived informativeness for high 
rational and high emotional content (mean =4.24) did not differ significantly (F=.07, 
p=.779).
Independent samples t-test
Table 5.26 shows that a homepage with low emotional and high rational content 
results in a significantly greater level of consumer perceived informativeness 
(M=5.02, SD=1.69) than homepages containing (a) high emotional-high rational 
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content (M=4.24, SD=1.35), t= 4.80 p =.000, (b) high emotional-low rational content 
(M=4.20, SD=1.76), t =5.64, p =.000, and (c) low emotional-low rational content 
(M=3.61, SD=1.44), t =9.80 p =.000. The independent samples t-test results 
presented in Table 5.27 show that a homepage embedded with high levels of rational 
content along with low levels of emotional content has a greater positive effect on 
consumer perceived informativeness, than when combined with high levels of 
emotional content. 
Table 5.26 Mean scores of consumer perceived informativeness across emotional x 
rational content interaction
Low rational -low 
emotional 
High rational -
high emotional 
High emotional -
low rational 
Low emotional -
high rational 
Consumer 
perceived 
informativeness
3.61,(SD=1.44) 4.24,(SD=1.35) 4.20,(SD=1.76) 5.02, (SD=1.69)
Table 5.27 Differences in consumer perceived informativeness across emotional x 
rational content interaction
t-statistics (sig)
Low emotional - high 
rational 
High emotional - low 
rational 
Low rational -low 
emotional 
High emotional - high rational 4.80(.000) 2.43 (.808) 3.92(.000)
Low emotional - high rational 5.64 (.000) 9.80 (.000)
High emotional - low rational 4.13 (.000)
Importantly, the paired t comparison in the table shows that homepages embedded 
with low rational-high emotional content and homepages embedded with low
emotional-low rational content did not differ in consumer emotion. Thus, H2b is 
supported.
5.5.2.3 Rational content x NFC on consumer perceived informativeness
H2c: Rational homepage content and consumer NFC interact, such that a homepage 
embedded with a high level of rational content will have a greater positive effect 
on the perception of the content’s informativeness for consumers with a high 
level of NFC than it will for consumers with a low level of NFC.
The multivariate effect of rational content and NFC on the dependent variables (see 
Table 5.17ZDVVLJQLILFDQW:LONV¶Ȝ ) S7KHLQWHUDFWLRQRI
rational content and NFC had a moderate effect on consumers’ response (partial eta 
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squared= .056). The univariate results revealed a significant two-way interaction 
between rational content and NFC on consumer perceived informativeness [F (1, 
544) =25.52, p= .000], as depicted in Figure 5.3.
Figure 5.3 Two-way interaction between rational content and NFC on perceived 
informativeness
The results of simple effects analysis shown in Table 5.28 revealed that rational 
content did not moderate the effect of low NFC on consumer perceived 
informativeness; the mean score of consumer perceived informativeness for high 
rational content and low NFC (mean =4.15) and the mean score of consumer 
perceived informativeness for low rational content and low NFC (mean =3.92) did 
not differ significantly (F=2.62, p=.106).
Table 5.28 Simple effects analysis for the interaction effect between rational 
Content and NFC on consumer perceived informativeness
Simple effects across 
levels/groups
Rational content
Mean Diff F-Value p-value
Low High
NFC Low 3.92 4.15 .22 2.62 .106
High 3.88 5.11 1.22 76.65 .000
Simple effects across 
levels/groups
Mean Diff .05 .95
F-Value .09 46.5
p-value .760 .000
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Table 5.28 also shows that rational content moderates the effect of high NFC on 
consumer perceived informativeness; the mean score of high rational content and 
high NFC (mean =5.11) was significantly greater (F=76.65, p=.000) than the mean 
score for low rational content and high NFC (mean =3.88).
Table 5.28 shows that NFC did not moderate the effect of low rational content on 
consumer perceived informativeness; the mean score of consumer informativeness 
for low NFC and low rational content (mean =3.92) and the mean score of consumer 
perceived informativeness for high NFC and low rational content (mean =3.88) did 
not differ significantly (F=.15, p=.695). The table also shows that NFC moderates the 
effect of high rational content on consumer perceived informativeness; the mean 
score of high NFC and high rational content (mean =5.11) was significantly greater 
(F=46.5, p=.000) than the mean score for low NFC and high rational content (mean 
=4.15).
Independent samples t-test
Table 5.30 shows that for consumers high in NFC, viewing homepages containing a 
high level of rational content has a significantly greater influence on consumer 
perceived informativeness (M=5.11, SD=1.15) than for: (a) low NFC consumers and 
high rational content (M=4.15, SD=1.23), t= 8.29 p =.000, (b) high NFC consumers 
and low rational content (M=3.88, SD=1.39), t =5.98, p =.000, or (c) low NFC 
consumers and low rational content (M=3.92, SD=1.56), t =7.68, p =.000. Thus, H2c
is supported.
Table 5.29 Mean scores of consumer perceived informativeness across NFC x 
rational content interaction
Low NFC -low 
rational
High NFC- high 
rational
High NFC - low 
rational
Low NFC- high 
rational
Consumer 
perceived 
informativeness
3.92,(SD=1.56) 5.11,(SD=1.15) 3.88,(SD=1.39) 4.15, (SD=1.23)
Table 5.30 Differences in consumer perceived informativeness across NFC X
rational content interaction
t-statistics (sig)
Low NFC -high 
Rational
High NFC - low rational Low NFC -low rational 
High NFC-high rational 8.29(.000) 5.98 (.000) 7.68(.000)
Low NFC-high rational 1.86 (.079) .292 (.771)
High NFC-low rational 1.42 (.154)
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5.5.2.4 Emotional content X NFA on consumer emotion
H2d: Emotional content and consumer NFA interact, such that a homepage 
embedded with a high level of emotional content will have a greater positive 
effect on consumer emotion for consumers with high levels of NFA than it will 
for consumers with low levels of NFA.
The multivariate effect of emotional content and NFA on the dependent variables 
ZDVVLJQLILFDQW:LONV¶Ȝ ) S7KHLQWHUDFWLRQRIHPRWLRQDO
content and NFA had a moderate effect on consumers’ response (partial eta squared=
.095); 
The univariate results revealed a significant two-way interaction between emotional 
content and NFA on consumer emotion [F (1, 544) =51.55, p= .000], as depicted in 
Figure 5.4. 
Figure 5.4 Two-way interaction between emotional content and NFA on consumer 
emotion
The results of simple effects analysis shown in Table 5.31 revealed that emotional 
content moderated the effect of low NFA on consumer emotion. The mean score of 
high emotional content and low NFA (mean =3.95) was significantly greater 
(F=12.53, p=.000) than the mean score for low emotional content and low NFA 
(mean =3.46).
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Table 5.31 Simple effects analysis for the interaction effect between emotional 
content and NFA on consumer emotion
Simple effects across 
levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
NFA Low 3.46 3.95 .48 12.53 .000
High 3.52 5.39 1.80 187.52 .000
Simple effects across 
levels/groups
Mean Diff .05 1.44
F-Value .15 153.66
p-value .695 .001
It also shows that emotional content moderates the effect of high NFA on consumer 
emotion; the mean score of high emotional content and high NFA (mean =5.39) was 
significantly greater (F=187.52, p=.000) than the mean score for low emotional 
content and high NFA (mean =3.52).
Table 5.31 also shows that NFA did not moderate the effect of low emotional content 
on consumer emotion; the mean score of consumer emotion for low emotional 
content and low NFA (mean =3.46) and the mean score of consumer emotion for 
high NFA and low emotional content (mean =3.52) did not differ significantly 
(F=.15, p=.695). It also shows that NFA moderated the effect of high emotional 
content on consumer emotion; the mean score of high NFA and high emotional 
content (mean =5.39) was significantly greater (F=153.66, p=.000) than the mean 
score for low NFA and high emotional content (mean =4.24).
Independent samples t-test
Table 5.33 shows that high NFA and emotional homepage content resulted in 
significantly greater differences in consumer emotion (M=5.39, SD=1.67) than (a) 
low NFA and high emotional content (M=3.52, SD=1.16), t= 12.91 p =.000, (b) high 
NFA and low emotional content (M=3.95, SD=1.32), t =9.87, p =.000, or (c) low 
NFA and low emotional content (M=3.46, SD=1.47), t =13.00, p =.000. The 
independent samples t-test results (in Table 5.33) show that for consumers high in 
NFA, high emotional homepage content resulted in greater consumer emotion than 
did low emotional homepage content. Thus, hypothesis H2d is supported.
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Table 5.32 Mean scores of consumer perceived informativeness across NFC x 
rational content interaction
Low NFA -low 
emotional
High NFA- high 
emotional
High NFA -
low emotional
Low NFA-
high emotional
Consumer Perceived 
Informativeness 3.46,(SD=1.47) 5.39,(SD=1.67)
3.95 
(SD=1.32)
3.52, 
(SD=1.16)
Table 5.33 differences in consumer emotion across NFA x rational content 
interaction
t-statistics (sig)
Low NFA -high 
emotional
High NFA - low 
emotional
Low NFA -low 
emotional
High NFA-high emotional 12.91(.000) 9.87 (.000) 13.00(.000)
Low NFA-high emotional 2.90 (.054) .357 (.721)
High NFA-low emotional 3.19 (.005)
5.5.3 Three-way interactions
Emotional content x rational content x NFC on perceived informativenesss
H3a: Emotional and rational homepage content and consumer NFC interact, such 
that for consumers with high levels of NFC, a homepage embedded with a high 
level of rational content combined with a low level of emotional content will 
have a greater positive effect on consumer perceived informativeness than a 
homepage embedded with a high level of rational content combined with a high 
level of emotional content. For consumers with any level of NFC, a homepage 
embedded with a low level of rational content combined with any level of 
emotional content will have an unvarying effect on consumer perceived 
informativeness.
The multivariate effect of emotional content, rational content and NFC on the 
GHSHQGHQWYDULDEOHVZDVVLJQLILFDQW:LONV¶Ȝ ) S7KHXnivariate 
analysis revealed a significant three-way interaction effect of emotional content, 
rational content and NFC on consumer perceived informativeness [F (1, 544) =6.98, 
p=.017], as depicted in Figure 5.5.
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Figure 5.5 Interactions of emotional content and rational content on consumer 
perceived informativeness (for low and high levels of NFC)
The MANOVA was followed by an analysis of simple effects to examine the extent 
of any further interaction. The results of this analysis are presented using two simple 
effects tables—Table 5.34 for low NFC consumers and Table 5.35 for high NFC 
consumers. They reveal whether rational content moderates the effect of low and 
high emotional content on perceived informativeness for low and high NFC, and if 
emotional content moderates the effect of low and high rational content on perceived 
informativeness for low and high NFC.
Table 5.34 Simple effects for emotional content and rational content on consumer 
perceived informativeness (for low NFC)
Simple effects across 
levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 3.47 4.36 .91 18.86 .000
High 4.64 3.66 .98 21.77 .000
Simple effects across 
levels/groups
Mean Diff 1.17 .72
F-Value 31.16 11.74
p-value .000 .001
Table 5.34 shows that for consumers low in NFC, emotional content moderates the 
effect of low rational content on perceived informativeness; the mean score of high 
emotional content and low rational content (mean =4.36) was significantly greater 
(F=18.86, p=.000) than the mean score for low emotional and low rational content 
(mean =3.47). Table 5.34 also shows that for low NFC consumers, emotional content 
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moderates the effect of high rational content on perceived informativeness; the mean 
score of low emotional content and high rational content (mean =4.64) was 
significantly greater (F=21.77.36, p=.000) than the mean score for high emotional 
and high rational content (mean =3.66).
Table 5.34 also shows that rational content moderates the effect of low emotional 
content on consumer perceived informativeness; the mean score of high rational 
content and low emotional content (mean =4.64) was significantly greater (F=31.16, 
p=.000) than the mean score for low rational and low emotional content (mean 
=3.47). It also shows that for low NFC consumers, rational content moderates the 
effect of high emotional content on consumer perceived informativeness; the mean 
score of low rational content and high emotional content (mean =4.36) was 
significantly greater (F=11.77, p=.000) than the mean score for high emotional and 
high rational content (mean =3.66).
Table 5.35 shows that for high NFC consumers, emotional content did not moderate 
the effect of low rational content on consumer perceived informativeness; the mean 
score of consumer perceived informativeness for low emotional and low rational 
content (mean =3.74) and the mean score of perceived informativeness for high 
emotional and low rational content (mean =4.01) did not differ significantly (F=1.66, 
p=.210). In contrast, for high NFC consumers, emotional content moderates the 
effect of high rational content on consumer perceived informativeness; the mean 
score of high rational and low emotional content (mean =5.39) was significantly 
greater (F=8.07, p=.005) than the mean score for high rational and high emotional 
content (mean =4.81). 
Table 5.35 also shows that for high NFC consumers, rational content moderates the 
effect of low emotional content on consumer perceived informativeness; the mean 
score of high rational content and low emotional content (mean =5.39) was 
significantly greater (F=64.08, P=.000) than the mean score for low rational and low 
emotional content (mean =1.65). The simple effects also revealed that for high NFC, 
rational content moderates the effect of high emotional content on consumer 
perceived informativeness; the mean score of high rational content and high 
emotional content (mean =4.81) was significantly greater (F=15.06, p=.000) than the 
mean score for low rational and high emotional content (mean =4.01).
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Table 5.35 Simple effects for emotional content and rational content on consumer 
perceived informativeness (for high NFC)
Simple effects across 
levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 3.74 4.01 .26 1.66 .201
High 5.39 4.81 .58 8.07 .005
Simple effects across 
levels/groups
Mean Diff 1.65 .80
F-Value 64.08 15.06
p-value .000 .000
Independent samples t-test
An independent samples t-test was conducted to determine if the hypothesised 
differences between low NFC and high NFC for different combinations of emotional 
and rational homepage content exist. Firstly, the mean scores for each combination 
of homepage content for consumers high and low in NFC were calculated and then 
an independent samples t-test was conducted to compare the mean scores (see Table 
5.36).
Table 5.36 shows that when a homepage contains low emotional-high rational 
content, the mean score of consumer perceived informativeness (M=5.39, SD=1.74) 
for high NFC consumers was significantly greater (t=3.80, p =.000) than the mean 
score of consumer perceived informativeness (M=4.64, SD=1.23) for low NFC 
consumers. Table 5.36 shows that when a homepage contains high emotional-high 
rational content, the mean score of consumer perceived informativeness (M=4.81, 
SD=.99) was significantly greater (t =4.79, p =.000) for high NFC than the mean 
Table 5.36 comparisons of mean scores for consumer perceived informativeness 
between high NFC and low NFC across emotional and rational homepage content
Homepage High emotional-
high rational
High emotional-
low rational
Low emotional-
high rational
Low emotional-
low rational
Low  NFC Mean SD Mean SD Mean SD Mean SD
3.66 1.14 4.36 1.29 4.64 .98 3.47 1.67
High  NFC Mean SD Mean SD Mean SD Mean SD
4.81 .99 4.01 1.10 5.39 1.74 3.75 1.20
Differences in 
consumer 
emotion
t Sig T Sig t Sig t Sig
4.97 .000 1.81 .071 3.80 .000 1.42 .157
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score of consumer perceived informativeness (M=3.66, SD=1.14) for low NFC. 
Table 5.36 shows that when a homepage contains low emotional-low rational 
content, the mean scores of perceived informativeness for high NFC (M=3.45, 
SD=1.02) and low NFC (M=3.86, SD=.98) had no significant difference (t =1.78, p 
=.081). Table 5.36 shows that when a homepage contains high emotional-low 
rational content, the mean scores of consumer perceived informativeness for high 
NFC (M=4.01, SD=1.10) and low NFC (M=4.36, SD=1.29) had no significant 
difference (t =1.81, p =.071). Thus, H3b is supported.
5.5.3.1 Emotional content x rational content x NFA on consumer emotion
The multivariate effects of emotional content, rational content and consumer NFA on 
the dependent variables were non-VLJQLILFDQW:LONV¶Ȝ ) S7KXV
the results of the univariate effects of emotional content, rational content and 
consumer NFA on consumer emotion are not reported.
5.5.4 Partial four-way analysis: Matching and mismatching effect of homepage 
content and consumer personality on consumer emotion
Hypotheses relating to four-way interactions are complex as they arise from multiple 
independent variable interactions. Owing to their complexity, previous experimental 
studies in marketing communications, psychology and consumer behavior, have 
rarely advanced hypotheses related to four-way interactions (see, for exception, 
Jacoby et al., 1995; Stayman et al., 1989; D’Astous & Bitz, 1995). 
For this reason, the candidate did not advance any hypotheses in regard to four-way 
interactions. However, the results of the MANOVA for the 2x2x2x2 (see Table 5.17)
four-way interactions are significant :LONV¶Ȝ ) Sand identify 
how the four types of homepages (based on content levels) had differential effects on 
consumer responses for the four types of NFA-NFC personality categories. The 
univariate analysis revealed a significant four-way interaction effect of emotional 
content, rational content, NFA and NFC on consumer emotion [F (1, 544) =15.69, 
p=.000]. There was no significant effect identified for this interaction on consumer 
perceived informativeness, and thus perceived informativeness will not be discussed.
The results of the partial four-way analysis (Table 5.37) for the 16 experimental 
groups allow for the comparison of the mean scores of consumer emotion across the 
four alternative homepages with each combination of consumers’ NFA and NFC. 
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This enabled the candidate to examine the matching (e.g., high NFA and high NFC 
respondents, with highly emotional and highly rational homepage content) and 
mismatching (e.g., high NFA and high NFC respondents, with low emotional and 
low rational homepage content) effects of personality variables and homepage
content on consumer responses. 
Understanding the matching and mismatching effects of homepage content and 
personality variables on consumer response is important in the homepage context, as 
research in consumer psychology and marketing communications uniformly 
advocates that a persuasive appeal is likely to be more effective when the nature of 
the appeal matches the targeted consumer personality type (Fabrigar & Petty, 1999). 
Previous studies examining homepage content have only investigated the effect of
how one type of homepage content (i.e., emotional or rational) varies with alternative 
consumer personality variables (see Section 2.5). This is the case especially with the 
mainstream continuum approach (i.e., emotional and rational content are ends of a
continuum rather than separate dimensions) and thus interactions in content and 
consumer characteristics cannot be examined. 
Section 2.5.8 provides arguments against using the continuum approach, leading to 
the multi-dimensional approach that is the key to this thesis, i.e., that a homepage 
provides multiple types of content simultaneously, and both are important. In 
addition, as is discussed in Section 2.6, consumers use two distinct information-
processing motives when processing each type of homepage content, one based on 
enduring emotional motivation (NFA) and the other based on enduring rational 
motivation (NFC). Thus, consumers can use both NFA and NFC to process complex 
homepage content. 
Independent samples t-tests
The mean scores of consumer emotion across the homepage content for each type of 
personality combination were compared using independent samples t-tests. 
5.5.4.1 Low NFA-low NFC
Table 5.38 shows that for low NFA and low NFC consumers, homepages containing 
high emotional and low rational content resulted in significantly greater levels of 
consumer emotion (M=4.36, SD=1.28) than homepages containing low emotional-
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high rational content (M=3.23, SD=.97), t= 2.71 p =.008, low emotional-low rational 
content (M=2.90, SD=.97), t =2.84, p =.000, and high emotional-high rational 
content (M=3.68, SD=1.36), t =2.08, p 
Table 5.37 Mean scores of consumer emotion across homepage content with 
personality combinations
Personality types
Homepage content low NFA-
low NFC
high NFA-
high NFC
high NFA-
low NFC
low NFA-
high NFC
Low emotional - low rational M= 2.90
SD=.97
M= 3.67
SD=1.36
M= 3.49
SD=1.25
M= 3.23
SD=1.34
High emotional - high rational M= 3.68
SD=1.36
M= 5.87
SD=.70
M= 4.46
SD=1.47
M= 3.75
SD=1.22
High emotional - low rational M= 4.36
SD=1.28
M= 5.43
SD=.97
M= 5.83
SD=1.33
M= 4.01
SD=1.47
How emotional - high rational M= 3.23
SD=.97
M= 3.50
SD=1.59
M= 3.41
SD=1.09
M= 4.82
SD=1.45
=.041. The results reveal that the mismatched homepage content (high emotional-low 
rational content) for the low NFA and low NFC combination had a greater effect on 
consumer emotion than any other combination of emotional and rational homepage 
content. The implications of this are discussed further in section 6.9
Table 5.38 Comparison of consumer emotion across homepage content: (Low NFA 
and low NFC)
Content type Low emotional -
high rational 
(M=2.90)
High emotional - low 
rational (M=4.36)
Low emotional -
low rational
(M=2.90)
High emotional - high 
rational (M=3.68) t=2.71(.008) t=2.08(.041) t=2.84(.006)
Low emotional -
high rational
t=5.09(.000) t=.006(.995)
High emotional -
low rational
t=5.32(.000)
 
5.5.4.2 High NFA-high NFC
Table 5.39 shows that homepages containing high emotional and high rational 
content resulted in a significantly greater level of consumer emotion (M=5.87, 
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SD=.70) than homepages containing low emotional-high rational content (M=3.50, 
SD=1.59), t= 8.04 p =.000, high emotional-low rational content (M=5.43, SD=.97), t 
=2.14, p =.036, and those consisting of low emotional-low rational content (M=3.67, 
SD=1.36), t =8.49, p =.000. The results revealed that the matching homepage content 
(high emotional-high rational content) for high-NFA and high NFC consumers had a 
significantly greater effect on consumer emotion than any other combination of 
emotional and rational homepage content. 
Table 5.39 Comparison of consumer emotion across homepage content: High NFA 
And High NFC)
Content type Low emotional -
high rational 
(M=3.50)
High emotional - low 
rational (M=5.43)
Low emotional -
low rational 
(M=3.67)
High emotional-
high rational
(M=5.87)
t=8.04 (.000) t=2.14 (.036) t=8.49 (.000)
Low emotional - high 
rational t=6.12 (.000) t=0.50 (.615)
High emotional-
low rational
t=6.22 (.000)
 
5.5.4.3 High NFA-low NFC
Table 5.40 shows that homepages containing high emotional and low rational content 
resulted in significantly greater in consumer emotion (M=5.83, SD=1.33) than 
homepages containing low emotional-high rational content (M=3.41, SD=1.09), t= 
10.05 p =.000, high emotional-high rational content (M=4.46, SD=1.47), t =4.61, p 
=.000, and those consisting of low emotional-low rational content (M=3.49, 
SD=1.25), t =8.94, p =.000. 
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Table 5.40 Comparison of consumer emotion across homepage content: (High NFA 
And Low NFC)
Content type Low emotional -
high rational 
(M=3.41)
High emotional - low 
rational (M=5.83)
Low emotional -
low rational 
(M=3.49)
High emotional-
high rational
(M=4.46)
t=3.89 (.000) t=4.61 (.000) t=3.36 (.001)
Low emotional –
high rational
t=10.05(.000) t=.341(.615)
High emotional-
low rational
t=8.94(.000)
5.5.4.4 Low NFA-high NFC
Table 5.41 shows that homepages containing low emotional and high rational content 
resulted in significantly greater consumer emotion (M=4.82, SD=1.45) than 
homepages containing high emotional-high rational content (M=3.75, SD=1.22), t= 
4.50 p =.000, high emotional-low rational content (M=4.01, SD=1.47), t =5.71, p 
=.000, and those consisting of low emotional-low rational content (M=3.23, 
SD=1.34), t =5.93, p =.000. The results revealed that the matching homepage content 
(low emotional-high rational content) for low-NFA and high-NFC consumers had a 
significantly greater effect on consumer emotion than any other combination of 
emotional and rational homepage content. 
Table 5.41 Comparison of consumer emotion across homepage content: Low NFA 
And High NFC
Content type Low emotional -
high rational 
(M=3.41)
High emotional - low 
rational (M=5.83)
Low emotional -
low rational 
(M=3.49)
Content type Low emotional - high 
rational (M=4.82)
High emotional - low 
rational (M=4.01)
Low emotional -low 
rational (M=3.23)
High emotional-
high rational
(M=3.75)
t=4.50 (.000) t=.902 (.370) t=.788 (.434)
Low emotional –
high rational
t=5.71 (.000) t=5.93 (.000)
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Taken together these results identify that matching homepage content with 
respondents’ personality characteristics (other than for the low NFA and low NFC) 
resulted in a significantly greater effect on consumer emotion than any other 
combination of emotional and rational homepage content.
5.6 Summary to Chapter 5
This chapter presented the results for Stage 1 (Pre-test 1), Stage 2 (Pre-test 2), Stage 
3 (categorising consumer personality variables), and Stage 4 (the main experiment). 
The results of Pre-test 1 showed that pictures and text could be manipulated with 
high and low levels of emotional and rational content, and that the instruments 
measuring perceived emotional content and perceived rational content were reliable 
and valid. 
The results of Pre-test 2 showed that homepages could be manipulated with high and 
low levels of emotional and rational content, and that the manipulated homepages 
were perceived as realistic. The results also demonstrated that the instruments 
measuring perceived emotional content, perceived rational content, consumer 
emotion and consumer perceived informativeness were reliable and valid. 
In Stage 3 it was shown that consumers could be assigned to one of four personality 
groups: high NFA and high NFC, high NFA and low NFC, low NFA and high NFC, 
and low NFA and low NFC, and that the instruments measuring consumer NFC, and 
consumer NFA were reliable and valid. Findings of the main experiment (Stage 4) 
provided support for nine of the hypothesised relationships, except for consumer 
NFA x emotional content x rational content on consumer emotion. Table 5.42
provides a brief summary of the results for the main experiment. This is followed by 
Chapter 6, which discusses the results and theoretical implications arising from the 
findings of the thesis.
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Table 5.42
Sum
m
ary of the final experim
ent
H
ypothesis
R
esults
Effect size
D
irect effects H
1
H
1a : A
 hom
epage w
ith a high level of em
bedded em
otional 
content w
ill have a greater positive effect on consum
er 
em
otion than one w
ith a low
 level of em
otional content. 
H
ypothesis
supported
The M
A
N
O
V
A
 results reveal that in regard to 
hom
epage content, the em
otional content had a 
dom
inant effect on consum
ers’ response (partial eta 
squared=
.28, w
hich indicates a strong effect according 
to C
ohen’s criteria); in other w
ords, em
otional content 
explained 28%
 of the variation in consum
ers’ response. 
H
1b : A
 hom
epage w
ith a high level of em
bedded rational 
content w
ill have a greater positive effect on consum
er 
perceptions of the content’s inform
ativeness than one w
ith a 
low
 level of rational content. 
H
ypothesis
supported
R
ational content w
asthe second m
ost dom
inant factor, 
having a m
oderate effect on consum
ers’ response 
(partial eta squared=
.12).
H
1c : H
igh levels of N
FC
 w
ill have a greater positive effect on 
consum
ers’ perception of the content’s inform
ativeness than 
w
ill low
 levels of N
FC
.
H
ypothesis
supported
N
FA
 had a m
oderate effect on consum
ers’ response 
(partial eta squared=
.10).
H
1d : H
igh levels of consum
er N
FA
 w
ill have a greater positive 
effect on consum
er em
otion than w
ill low
 levels of N
FA
.
H
ypothesis
supported
N
FC
 had the sm
allest effect on consum
ers’ response 
(partial eta squared=
.04).
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Table 5.42
Sum
m
ary of the final experim
ent
H
ypothesis
R
esults
Effect size
T
w
o-w
ay interaction effects H
2
H
2a : Em
otional and rational hom
epage content interact, such 
that a hom
epage em
bedded w
ith a high level of em
otional 
content com
bined w
ith a low
 level ofrational content w
ill have 
a greater (positive) effect on consum
er em
otion than a 
hom
epage em
bedded w
ith a high level of rational content; a 
hom
epage em
bedded w
ith a low
 level of em
otional content 
com
bined w
ith any level of rational content w
ill have an 
unvarying effect on consum
er em
otion.
H
2b : Em
otional and rational hom
epage content interact, such 
that a hom
epage em
bedded w
ith a high level of rational 
content com
bined w
ith a low
 level of em
otional content w
ill 
have a greater (positive) effect on consum
er perceived 
inform
ativeness than a hom
epage em
bedded w
ith a high level 
of em
otional content; a hom
epage em
bedded w
ith a low
 level 
of rational content com
bined w
ith any level of em
otional 
content w
ill have an unvarying effect on consum
er perceived 
inform
ativeness.
H
ypothesis
supported
H
ypothesis
supported
The interaction of em
otional and rational content had a 
m
oderate effect on consum
ers’ response
(partial eta 
squared=
.082).
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Table 5.42
Sum
m
ary of the final experim
ent
H
ypothesis
R
esults
Effect size
H
2c : R
ational hom
epage content and consum
er N
FC
 interact, 
such that a
hom
epage em
bedded w
ith a high level of rational 
content w
ill have a greater positive effect on the perception of 
the content’s inform
ativeness for consum
ers w
ith a high level 
of N
FC
 than it w
ill for consum
ers w
ith a low
 level of N
FC
.
H
ypothesis
supported
The interaction of rational content and N
FC
 had a 
sm
aller effect on consum
ers’ response
(partial eta 
squared=
.056).
H
2d : Em
otional content and consum
er N
FA
 interact, such that 
a hom
epage em
bedded w
ith a high level of em
otional content 
w
ill have a greater positive effect on consum
er em
otion for 
consum
ers w
ith high levels of N
FA
 than it w
ill for consum
ers 
w
ith low
 levels of N
FA
.
H
ypothesis
supported
The interaction of em
otional content and N
FA
 had a 
m
oderate effect on consum
ers’ response (partial eta
squared=
.095);
T
hree-w
ay interaction effects H
3
H
3a : Em
otional and rational hom
epage content and consum
er 
N
FC
 interact, such that for consum
ers w
ith high levels of 
N
FC
, a hom
epage em
bedded w
ith a high level of rational 
content com
bined w
ith a low
 level of em
otional content w
ill 
have a greater positive effect on consum
er perceived 
inform
ativeness than a hom
epage em
bedded w
ith a high level 
of rational content com
bined w
ith a high level of em
otional 
content. For consum
ers w
ith any level of N
FC
, a hom
epage 
em
bedded w
ith a low
 level of rational content com
bined w
ith 
H
ypothesis
not 
supported
The effect size w
as sm
all (partial eta squared=
.04)
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Table 5.42
Sum
m
ary of the final experim
ent
H
ypothesis
R
esults
Effect size
any level of em
otional content w
ill have an unvarying effect 
on consum
er perceived inform
ativeness.
H
3b :Em
otional and rational hom
epage content and consum
er 
N
FA
 interact, such that for consum
ers w
ith high levels of 
N
FA
, a hom
epage em
bedded w
ith a high level of em
otional 
content com
bined w
ith a low
 level of rational content w
ill have 
a greater positive effecton consum
er em
otion than a sim
ilar 
hom
epage em
bedded w
ith a high level of rational content. For 
consum
ers w
ith either high or low
 levels of N
FA
, a hom
epage 
em
bedded w
ith a low
 level of em
otional content com
bined 
w
ith any level of rational content w
ill have an unvarying effect 
on consum
er em
otion.
H
ypothesis
supported
The effect size w
as sm
all (partial eta squared=
.04)
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Chapter 6: Discussion
With any research study, it is important to analyse whether, and to what degree, a 
contribution to theory has been made (Davis et al., 2007). This chapter discusses the 
theoretical as well as the managerial implications arising from the thesis. 
Sections 6.1 to 6.4 discuss the main effect hypotheses, Sections 6.5 to 6.7 the two-
way interaction hypotheses, and Section 6.8 the three-way interaction hypotheses. 
Also discussed in this chapter are three non-hypothesised relationships that are 
embedded within the complex factorial analysis: Section 6.3.1 discusses the main 
effect of NFC on consumer emotion, and Section 6.6.1 the two-way interaction 
between rational content and consumer NFC on consumer emotion. Section 6.9 
discusses the matching/mismatching effect of homepage content and consumer 
personality on consumer emotion revealed in the results, which comprises part of the 
examination of the four-way interaction effect of emotional content X rational 
contentment X consumer NFC X consumer NFA on consumer emotion.
Section 6.10 discusses the managerial implications arising from the results. Section 
6.11 discusses the limitations and future research. Section 6.12 provides an overall 
summary of the thesis.
6.1 The main effect of emotional content on consumer emotion
The MANOVA results (Table 6.1, Row 1) show that emotional content was the most 
dominant factor in explaining the results, reflecting a partial eta of 0.28 (i.e., 
explaining 28% of the variance in consumer response), which according to Cohen 
(2006) is a large effect size. This dominant role of the emotional content of a 
homepage on consumer emotion corroborates the findings of neuro-marketing, 
namely that consumers primarily attend to the emotional content before any other 
content; for example, Qin et al.'s (2011) eye-tracking study found that eyes are 
fixated on emotional content within webpages for a longer period of time than on 
other content.
The effect of emotional content on consumer response can be further explained by 
the theories of affect transfer (Zajonc, 1984; Bryant & Miron, 2003), which suggest 
that consumers immediately felt emotion lasts longer and may disrupt or delay 
consumers’ cognitive responses (Sojka & Giese, 2006). Affect transfer would 
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explain why emotional homepage content has been found to have a greater capacity 
to grab consumers’ attention and give an immediate first impression about the 
website or product portrayed on the homepage (Lindgaard et al., 2006).
6.2 The main effect of rational content on perceived informativeness
The MANOVA result, shown in Row 2 of Table 6.1, indicates that rational content 
resulted in a partial eta of 0.12, that is, 12% of the variance explained in consumer 
response, which according to Cohen (2006) is a large effect size. Rational content 
was the second most important factor in explaining consumers’ response. 
There is implication of the large effect size of the rational content of homepages on 
consumers’ response. The traditional continuum approach (see section 2.5.7.2) 
advances that a homepage will be on one or the other end of the emotional - rational 
continuum. This implies that when there is rational content there is a limited amount 
of the ‘other’ (emotional) content within the page, or that the other information is 
irrelevant. The results of this thesis demonstrate the limitation of the continuum 
approach, as it is shown that even a limited amount of rational content is important. 
Thus, consumers can consciously perceive the difference between high and low 
rational content and each level of rational content has a differential effect on 
consumer evaluations.
6.3 The main effect of NFC on consumer perceived informativeness
The results in Table 6.1, Row 3, show that the multivariate effect of NFC on the two 
dependent variables (i.e., perceived informativeness and consumer emotion) was 
significant, with an effect size of 4% (i.e., partial eta = .04), which according to 
Cohen (2006) is small. The univariate results (see Table 6.1, row 4) examine the 
effect of NFC on each of these dependent variables. This showed that there is a 
statistically significant main effect for NFC on consumer perceived informativeness 
(i.e., higher levels of consumer NFC result in higher levels of consumer perceived 
informativeness). While there was no explicit hypothesis in regard to how varying 
levels of NFC would influence consumer emotion, the univariate analysis identified 
that this was also significant (i.e., higher levels of NFC result in higher levels of 
consumer emotion). Finding main effects for NFC indicates that varying levels of 
NFC affect both consumers’ perceived informativeness and consumer emotion. 
C
hapter 6:D
iscussion
 
215
Table 6.1 H
ypothesised m
ultivariate and univariate effects on the dependent variables
M
A
N
O
V
A
F(2,543)
W
ilks’ 
lam
bda
M
A
N
O
V
A
 
effect size
U
nivariate analyses *
R
esults
Partialeta 
squared
C
onsum
er 
em
otion
F(1,544)
C
onsum
er perceived 
inform
ativeness
F(1,544)
H
1a
Em
otional content
F=105.75
(.000)
.720
.280
F=148.50
(.000)
F=.967
(.326)
H
ypothesis supported
H
1b
R
ational content
F=38.92
(.000)
.875
.125
F=.499
(.480)
F=53.76
(.000) H
1b
H
ypothesis supported
H
1c
N
FC
F=13.00
(.000)
.954
.046
F=17.36
(.000)
******
F=21.24
(.000) H
1c
H
ypothesis supported
*****
The univariate effect of N
FC
 on consum
er
em
otion w
as not hypothesised, but the result is
discussed in Section 6.3.2 as a part of com
plex
interaction
H
1d
N
FA
F=31.88
(.000)
.895
.105
F=59.83
(.000)
F=4.11
(.043)
H
ypothesis supported
H
2a,b
Em
otional content 
x R
ational content
F=24.36
(.000)
.082
F=17.06
(.000)
F=48.10
(.000)
H
ypothesis supported
H
2c
R
ational content x 
N
FC
F=16.17
(.000)
.944
.056
F=22.76
(.000)
*****
F=25.52
(.000)
H
ypothesis supported
*****The univariate effect of R
ational content X
 N
FC
on consum
er em
otion w
as not hypothesised,
but the result is discussed in Section 6.6.1 as a
part of com
plex interaction
H
2d
Em
otional content 
x N
FA
F=28.44
(.000)
.905
.095
F=51.55
(.000)
F=30.76
(.000)
H
ypothesis supported
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Table 6.1 H
ypothesised m
ultivariate and univariate effects on the dependent variables
M
A
N
O
V
A
F(2,543)
W
ilks’ 
lam
bda
M
A
N
O
V
A
 
effect size
U
nivariate analyses *
R
esults
Partialeta 
squared
C
onsum
er 
em
otion
F(1,544)
C
onsum
er perceived 
inform
ativeness
F(1,544)
H
3a
Em
otional content 
x R
ational content 
x N
FC
F=3.56
(.029)
.987
.030
F=.901
(.343)
F=6.98
(.004)
H
ypothesis supported
H
3b
Em
otional content 
x
R
ational content 
x N
FA
F=.876
(.060)
.918
.010
F=17.67
(.000)
F=.068
(.079)
H
ypothesis not supported, as M
A
N
O
V
A
 w
as 
insignificant.
Em
otional content 
x R
ational content 
x N
FA
 x N
FC
F=7.90
(.000)
.972
.028
F=15.69
(.000)
*****
F=2.54
(.111)
*****
The four-w
ay interaction 
w
as not 
w
as 
not
hypothesised, but a partial result is discussed in
Section 6.9 as part of a com
plex interaction.
This result allow
ed the current researcher to
analyse 
the 
m
atching/m
ism
atching 
effect 
of
hom
epage content and consum
er personality on
consum
er em
otion
* Shaded univariate cells show
 hypothesised relationships
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6.3.1 NFC on consumer perceived informativeness
Interestingly, although NFC had a main effect on both dependent variables, its effect 
size (partial eta = .04) was the smallest of all of the independent variables tested in 
this experiment. Two explanations can be drawn from this result based on previous 
research (Martin, 1999; Novak & Hoffman, 2009; Petty et al., 1991) in terms of the: 
(i) communication context, and (ii) consumer perceived personal relevance of the 
communication.
6.3.1.1 Communication context 
Research in marketing communication and applied psychology has found that the 
communication context in which consumers’ process information can moderate their 
dispositional or enduring thinking styles (Martin, 1999; Novak et al., 2009). 
Research in marketing communication has also shown that in low involvement 
communication contexts, high NFC individuals exert little cognitive effort in 
processing embedded rational content (Martin, 1999; Novak & Hoffman, 2009).
Martin’s (1999) findings showed that high NFC individuals are sensitive to the 
context within which exposure to a message occurs. High NFC consumers processed 
more information than low NFC consumers from interactive webpages on which 
consumers could activate embedded hyperlinks; therefore, these pages offer more 
exploratory potential. However, Martin found no difference between high and low 
NFC consumers in their amount of information processing using static webpages 
(i.e., without active hyperlinks), which offer less exploratory potential (and is the 
context used in this thesis). Similarly, Novak et al.’s (2009) study using resource 
demand theory found that low involvement communication contexts offer limited 
opportunity for highly cognitive individuals to process information, which constrains 
their motivation to process information systematically, logically and analytically, and 
impairs their comprehension. Section 2.6 discussed how a homepage is a low 
involvement communication context (Singh & Dalal, 1999; Singh et al., 2005),
where consumers spend only a few seconds processing content (Kim & Fesenmaier, 
2008). Consequently, consumers expend very little effort processing the information 
and generally pay minimal attention to it (Lindgaard et al., 2006).
As such, the finding that NFC has the smallest effect size corroborates the research 
findings of both Martin (1999) and Novak et al. (2009), which suggests that the low 
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involvement communication context of a homepage impedes high NFC consumers’ 
information processing. 
6.3.1.2 NFC consumers’ cognitive motivation to process rational and emotional 
content
Previous studies (e.g., Kardes, 1988; Petty et al., 1991) have found that the motives 
of consumers who are high in NFC to process rational and emotional content (Petty 
et al., 1991) influence their rational responses. When high NFC consumers are 
challenged to think, such as when they encounter a complex puzzle that needs 
solving, they respond positively to factual information as they find the 
communication has high perceived personal relevance (Cacioppo & Petty, 1982).
Further, high NFC consumers also find communication relevant when they have the 
freedom and control derived from information processing (Wheeler et al., 2005). In 
practice, most homepages are developed with simple content that does not challenge 
consumers’ cognitive ability (Kim & Fesenmaier, 2008), as it is known that 
consumers spend only a few seconds interacting with homepage content (Lindgaard 
et al., 2006). For the purpose of this thesis, emotional and rational content were 
deliberately designed to vary such that they evoke consumer responses, and although 
the rational content included facts, evidence and logic, it may not have challenged 
high NFC consumers’ cognitive ability to process the content deeply. Hence, for high 
NFC individuals, the lack of challenge in homepage content may have limited their 
cognitive motivation, causing the small variance in consumer perceived 
informativeness.
6.3.2 NFC on consumer emotion (non-hypothesised relationship)
While there was no hypothesised association between NFC and consumer emotion, 
the univariate results identified that NFC had a main effect on consumer emotion. 
This finding can potentially be explained by the elaboration likelihood model (ELM)
(Petty & Cacioppo, 1986), which postulates that there are two alterative information-
processing routes undertaken by people when assessing information. The central 
route is for elaborated cognition and the peripheral route is for a more immediate 
response (Petty & Cacioppo, 1986). Previous research (Amichai-Hamburger et al., 
2004; Constantinides, 2004; Santosa et al., 2005) has found that for high NFC 
individuals, the central route of processing is likely to predominate under high-
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elaboration conditions. However, this condition is not reflective of a homepage 
because homepages primarily offer low elaboration conditions. Thus, in the 
experiment, high NFC consumers (who generally use the central route to process 
information) would have limited use in assessing content using the peripheral route, 
that is, they would have been ‘forced’ to process the emotional content and that in 
turn influences their emotional response. 
6.4 The main effect of NFA on consumer emotion
The result in Table 6.1, row 4, shows that the multivariate effect of NFA on both 
dependent variables was significant, with an effect size of 8% (i.e., partial eta = .08), 
which according to Cohen is a moderate effect size. The finding of the main effect of 
NFA on overall consumer response is important and provides empirical evidence that 
when consumers are exposed to homepage content, their emotional response depends 
on their NFA level. Specifically, when exposed to a homepage, participants with 
high NFA (predisposed to experience a high level of emotion) felt a higher level of 
pleasure, excitement and stimulation than consumers with low NFA. This result is 
consistent with past research on consumer NFA (Maio & Esses, 2001; Appel &
Richter, 2010; Bartsch et al., 2010). 
Furthermore, within the online communication context, this result is important as 
NFA has only once before been applied when studying homepage content. This was 
in Lee & Thorson’s (2009) study where they found that consumers’ NFE (need for 
emotion) influenced consumers’ attitude to webpage banners and increased their 
purchase intentions. As was discussed in Section 2.7.3, NFA is a superior measure to 
NFE, because NFE only measures consumers’ tendency to use emotional content, 
whereas NFA measures both consumer approach and avoidance tendencies toward 
emotional content. This distinction is important as psychological theory holds that 
emotional motives of approach and avoidance should be treated as distinct and 
interactive (Elliot & Covington, 2001; Maio & Esses 2001). As such, measures 
should include both motives when seeking to understand consumers’ responses to 
emotional content. Using consumer NFA to study the emotional content of a 
homepage is, therefore, superior to using NFE.
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6.5 Two-way interaction: emotional content x rational content on consumer 
emotion and perceived informativeness
The multivariate effect of emotional and rational content on the two dependent 
variables was significant (Row 5 in Table 6.1). The univariate results revealed a 
significant two-way interaction between emotional and rational content, where the 
effect size of this interaction explained 8% of the variance in consumer response, 
which according to Cohen’s criteria is a moderate effect. The simple effect results 
presented in Table 5.24 show that a homepage embedded with high rational content 
and low emotional content increases consumer perceived informativeness, but when 
a homepage has high rational content and high emotional content, consumers’ 
perceived informativeness is reduced. 
This is an important finding as it suggests that high emotional content inhibits or 
distracts the effect of rational content (Sojka & Giese, 1997) on consumer 
processing. This supports the view that the carry-over emotion (Heath, 2007) arising 
from high emotional content is strong, and may persist for longer than low emotional 
content. Even when the rational content is high, the high emotional content inhibits 
consumers’ perception of the homepage’s informativeness. In other words, a 
consumer’s rational response is disrupted by high emotional content. Furthermore, 
the simple effect analysis presented in Table 5.24 suggests that a homepage 
embedded with high rational content and low emotional content increases 
consumers’ perceived informativeness, which suggests that low levels of emotional 
content did not inhibit the influence of high rational content, thus increasing 
consumer perceived informativeness. The results suggest that an interactive 
relationship exists between the different kinds of homepage content and both types of 
consumer outcomes. These findings are consistent with previous research on parallel 
processing theory (Storbeck et al., 2004; Storbeck & Clore, 2007), dual-processing 
theory (Forgas, 2008) and cognitive-experiential theory (Epstein & Pacini, 1999).
These theories all advance that a consumer’s brain processes emotional content and 
rational content simultaneously or in parallel, and this may influence the effect of 
both consumer emotional and rational responses. The results importantly show that 
consumers draw information from their feelings resulting from the processing of 
emotional content, which then leads them to engage in processing the rational 
content, and vice versa (Zajonc, 1980). Evidence of parallel processing of emotional 
References
 221
and rational content (Storbeck, 2004; Storbeck & Clore, 2007) and the interactions 
between consumer emotion and perceived informativeness strongly suggest that the 
processing of emotional and rational homepage content occurs in a complex, 
interrelated fashion.
The finding of the interactions between the types of homepage content provides 
evidence to contradict prior studies that suggest homepage content should be 
assessed on a single continuum (see Section 2.5.4.1). First, the holistic approach 
(Singh et al., 2005; Hsiao & Chou, 2006; Pandir & Knight, 2006) argues that an 
integrated or holistic understanding of the homepage means only a consumer’s 
overall perception of a homepage matters. The significant interaction between 
emotional and rational content found in this thesis refutes this, suggesting that the 
two types of content interact, and thus a ‘holistic’ approach is an oversimplification 
of consumer processing. Given that all pictures and text contain some level of 
rational and emotional content, homepages will always incorporate some level of 
both emotional and rational content, and this content is processed by consumers in an 
interactive way. The post-hoc analysis for the interaction between emotional and 
rational content (see Table 5.24 and 5.27) revealed that the four alternative 
homepages (with different levels of emotional and rational content) had differential 
effects on consumer emotion and perceived informativeness, which means that even 
a small difference in one type of content can significantly influence the assessment of 
the overall homepage. 
Second, as discussed in Section 2.5.7.4, some continuum approaches categorise 
websites by product type or purpose. For example, entertainment websites are 
considered emotional because the products that they are marketing are 
transformational, that is, the buying motive (such as sensory gratification) is positive 
(Rossiter & Bellman, 2005). Alternatively, financial services sites, for example, 
promote informational products, and often the buying motive (such as having a 
problem) is negative (Rossiter & Bellman, 2005), so the site is considered rational in 
its appeal (Lee & Thorson, 2009; Singh et al., 2005).
The candidate manipulated the content of a financial services homepage (i.e., 
informational context), with the findings of the experiment indicating that both 
emotional and rational content interacted in influencing consumers’ emotional and 
rational responses. This strongly suggests that the continuum approach, using 
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product classification is incorrect, as it assumes that the homepage content is 
consistent with the classification of the product category. The results of this thesis 
rather identified that both rational and emotional content can have an influence on 
consumers in the context of an informational product’s homepage. Furthermore, the 
interaction of emotional and rational content on consumer emotion and perceived 
informativeness supports the argument that emotional and rational content can work 
together in influencing consumers in an informational product homepage. 
6.6 Two-way interaction: consumer NFC X rational content 
The multivariate effect of consumer NFC and rational content on the two dependent 
variables was significant (Row 6 in Table 6.1), with an effect size for this interaction 
of 5.96% (and partial eta = .09), which Cohen (1996) suggests is moderate.
The univariate effect of consumer NFC and rational content on consumer perceived 
informativeness was significant (Row 6 in Table 6.1). The simple effect analysis for 
this interaction (see Table 5.27) shows that consumers with high levels of NFC 
responded more positively to homepages with high rational content, as compared to 
homepages with low rational content. While there was no hypothesis as to how 
varying levels of consumer NFC and rational content would influence consumer 
emotion, the univariate analysis identified that this was also significant. 
The finding of an interaction between NFC and rational content in influencing 
consumer perceived informativeness supports previous resource-matching studies in 
online marketing communications (Martin et al., 2005; Lee & Thorson, 2009, 
Kraichy & Chapman, 2014). These studies found that consumers with high levels of 
NFC prefer high levels of rational content, increasing consumers’ perceived 
informativeness, which is consistent with the results of this thesis.
6.6.1 Consumer NFC and rational content on consumer emotion
Unlike the previous studies, the candidate found that the interaction between 
consumers’ level of NFC and rational content influences consumer emotion as well, 
that is consumer emotion was greater for high NFC consumers when the homepage 
was embedded with high rational content (see the result in the 6 in Table 6.1). 
References
 223
This unexpected finding has a possible explanation drawn from previous research in 
consumer psychology, which has suggested that there is a tendency for consumers to 
maintain and protect a positive mood. Isen & Levin (1972) and Howard (1992) found 
that when consumers’ personalities match the content of an advertisement or other 
form of communication, it puts consumers in a positive mood. Additionally, they 
found that there was a tendency to protect and prolong the positive mood, which 
leads to reduced effort in the cognitive processing of the given content.
The tendency of consumers to protect their good mood might be useful in 
understanding the significant effect of NFC and rational content on consumer 
emotion. Consumers high in NFC are motivated to analyse any evidence, facts and 
claims presented in homepage content, and as such they may find a homepage with 
high rational content to be more relevant, meaningful and useful (Singh & Dalal, 
1999; Singh et al., 2005). This would increase their perceived informativeness and it 
is likely that the primary elaboration then influences the emotional response of 
consumers high in NFC, since the matching content puts them in a positive mood, as 
shown by Isen & Levin’s (1972) and Howard’s (1992) experiments. Accordingly, to 
protect and prolong their good mood, high NFC consumers reduce any further 
processing of the high rational content. 
6.7 Two-way interaction: Emotional content X NFA on consumer emotion 
The MANOVA results presented in Table 6.1 (row 7) show that NFA interacts with 
emotional content. The multivariate effect of emotional content and NFA on the 
dependent variables was significant (row 6), with an effect size for this interaction of 
9% (i.e., partial eta = .095), which Cohen (2006) suggests is moderate. The 
univariate analysis shows that NFA and emotional content interact in influencing 
both consumer emotion (H2c) and perceived informativness (not hypothesised). It 
was hypothesised that a homepage embedded with a high level of emotional content, 
compared to one with a low level of emotional content, would have a greater positive 
effect on consumers who are high on NFA than for consumers who are low on NFA. 
The simple effect analysis of this interaction (see Table 5.30) shows that consumers 
with high levels of NFA responded more positively to homepages with high 
emotional content, as compared to homepages with low emotional content. Thus, 
hypothesis H2c was supported.
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This result suggests that people with high levels of NFA who characteristically seek 
out high levels of emotion are more positive when shown homepages with high 
emotional content. The finding that high NFA individuals prefer high emotional 
content to low emotional content is consistent with other prior research. Haddock et 
al. (2008) found that consumers with high NFA had more favourable attitudes 
towards emotional appeals, which supported their hypothesis that NFA influences 
receptivity to affect-based persuasive messages. Appel & Richter (2010) also found 
that individuals with high NFA experience the fictional world of a narrative more 
emotionally when the content is high in emotion, whereas people with low NFA may 
experience low emotion from the same narrative. 
The univariate analysis (Table 6.1, row 7) also indicated that emotional content and 
NFA had a significant interaction on consumer perceived informativeness, that is, it 
influenced consumers’ rational response. Consumers with high NFA who 
experienced high level emotional content had higher levels of consumer perceived 
informativeness than consumers with low NFA processing high levels of emotional 
content (see Table 5.3.6). 
Two alternative explanations for this can be drawn from previous research. First, 
Maio & Esses (2001) suggest that consumers high in NFA may develop more 
awareness of their felt emotions, which may result in more cognitive associations in 
respect to the rational content. Alternatively, Appel & Richter (2010) suggest that 
when high NFA individuals are faced with high emotional content, they can be 
expected to pay more attention to, and investigate further, the character or object in 
the emotional content. That is, when consumers with high NFA were presented with 
high levels of emotional homepage content, their immediate positive emotions 
resulted from the confirmation of the matching content, which encouraged further 
investigation of the rational content. For example, focusing on the emotional picture 
on the financial service homepages, and reading the short narrative text that promised 
future hope and inspiration shifted consumers’ assessment of this content (See et al., 
2011), as simultaneously rational content was perceived to be more relevant, useful 
and meaningful for them, that is their perceived informativeness increased in parallel 
with an increase in consumer emotion.
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6.8 Three-way interaction: NFC x rational content x emotional content on 
consumer perceived informativeness 
The multivariate effect of consumers’ level of NFC, rational content and emotional 
content on the two dependent variables was significant (Table 6.1, row 8), with an 
effect size for this interaction of 1% (i.e., partial eta = .001), which Cohen (1996) 
suggests is very small. For the three-way interaction between emotional content, 
rational content and consumers’ level of NFC, H3a states that: Emotional and rational 
homepage content and consumer NFC interact, such that for consumers with high 
levels of NFC, a homepage embedded with a high level of rational content combined 
with a low level of emotional content will have a greater positive effect on consumer 
perceived informativeness than a homepage embedded with a high level of rational 
content combined with a high level of emotional content. For consumers with any 
level of NFC, a homepage embedded with a low level of rational content combined 
with any level of emotional content will have an unvarying effect on consumer 
perceived informativeness. The three-way univariate effect of consumers’ NFC, 
rational content and emotional content on consumer perceived informativenes was 
significant (see row 8 in the Table 6.1). An independent sample t-test identified that 
(see Table 6.2):
x the mean score for consumers’ perceived informativeness for consumers high 
in NFC was significantly higher than for consumers who were low in NFC 
when the homepage was embedded with high rational and low emotional 
content. 
x the mean score for consumers’ perceived informativeness for consumers who 
were both high and low in NFC did not differ when homepages were 
embedded with low rational content and any type of emotional content
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x the three-way interaction of consumers’ level of NFC, rational content and 
emotional content had no effect on consumer emotion. This is in contrast to 
the finding (discussed in section 7.6) of the two-way interaction between 
consumers’ NFC and rational content where there was a significant effect on 
both consumer emotion and perceived informativeness. 
This important finding can be explained using consumer confirmation (sometimes 
referred to as 'confirmatory') bias.
6.8.1 Confirmation bias 
Confirmation bias is a cognitive bias of individuals to seek out and assign more 
weight to information that confirms their pre-conceptions (Jonas et al., 2001) or 
expectations (McMillan & White, 1993), while ignoring or giving little weight to 
information that could disconfirm their pre-conceptions. Several marketing 
communication and consumer psychology studies (Haddock et al., 2008; Ruiz & 
Sicilia, 2004) have noted that when consumers with high levels of NFC (who pay 
attention to any high level of rational content) find that the highly rational content on 
a homepage confirms their expectations, this then results in greater consumer 
perceived informativeness of the homepage. 
It was found that for consumers with high levels of NFC, a homepage embedded 
with low rational and high emotional content had no effect on their perceived 
informativeness. A plausible explanation for this can be drawn from resource 
matching theory (Coulter & Punj, 2004). As with the hypothesised direction of the 
association between consumer NFC and rational content on consumer perceived 
Table 6.2 Comparisons of mean scores for consumer perceived informativeness 
between high NFC and low NFC across emotional and rational homepage content
Homepage High emotional-
high rational
High emotional-
low rational
Low emotional-
high rational
Low emotional-
low rational
Low  NFC Mean SD Mean SD Mean SD Mean SD
3.66 1.14 4.36 1.29 4.64 .98 3.47 1.67
High  NFC Mean SD Mean SD Mean SD Mean SD
4.81 .99 4.01 1.10 5.39 1.74 3.75 1.20
Differences in 
consumer 
emotion
t Sig T Sig t Sig t Sig
4.97 .000 1.81 .071 3.80 .000 1.42 .157
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informativeness, low rational homepage content offers limited resources to elaborate 
(Petty et al., 1999). Thus, for consumers with high levels of NFC, such a homepage 
offers inadequate resources (Petty et al., 1991) to focus their thinking, and they may 
not be motivated to process the emotional content. Consequently, there is no effect 
on consumer perceived informativeness. In addition, the high emotional content on 
the same homepage reduces the cognitive processing capacity of consumers with 
high NFC owing to the lack of confirmation. As such, in these situations the content 
is processed superficially rather than extensively (Wheeler et al., 2005), again 
leading to reduced consumer perceived informativeness. 
The same effect was found for consumers with low levels of NFC. The identical 
homepage embedded with low rational content and high emotional content had no 
effect on consumer perceived informativeness. Consumers with low levels of NFC 
usually do not like having to think or reason (Petty et al., 1991), and as such they 
prefer to process low rational content, which in turn has a greater positive effect on 
their perceived informativeness. However, at the same time, consumers with low 
levels of NFC also process the high emotional content embedded in the homepage. 
Previous studies in marketing communication using the elaboration likelihood model 
(Petty & Cacioppo, 1986) have found that consumers with low levels of NFC prefer 
to process emotional content, and this processing probably has a positive effect on 
their emotion. Eventually, the emotion produced by the high emotional content can 
impair consumers with low levels of NFC initial cognitive elaboration (the result of 
the processing of low rational content), thus engendering the reduced cognitive 
response in low NFC consumers. 
Thus, there are four important theoretical contributions associated with the findings
in regard to the three-way interaction between NFC x rational content x emotional 
content on consumer perceived informativeness:
1. Consumers with high and low levels of NFC process both emotional and 
rational content simultaneously. 
2. The processing of rational content by consumers who are high in NFC has 
a greater effect on consumer emotion, possibly moderated by their mood 
protection tendency.
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3. When consumers high in NFC process both emotional and rational 
content, their confirmation bias for the rational content may inhibit their 
processing of the emotional content. 
4. For consumers with low levels of NFC, who are probably not biased 
towards any particular type of homepage content, processing of emotional 
and rational content may result from the interaction between their initial 
emotional and rational responses. 
These contributions, suggest several avenues for further study and these will be 
discussed in section 7.3 on future research.
6.9 Partial four-way analysis: Matching and mismatching effect of homepage 
content and consumer personality on consumer emotion
Based on the review of the literature, no four-way interaction hypotheses were 
advanced. However, a four-way interaction was located, with the multivariate effect 
of emotional content, rational content, NFA and NFC on the dependent variables 
EHLQJIRXQGWREHVLJQLILFDQW:LONV¶Ȝ ) S7KHXQLYariate analysis 
revealed a significant four-way interaction effect of emotional content, rational 
content, NFA and NFC on consumer emotion [F (1, 544) =15.69, p=.000]. There was 
no significant effect identified for this interaction on consumer perceived 
informativeness [F (1, 544) =2.54, p=.111], and thus this is not discussed further.
The results of the partial four-way analysis (see row 10 in Table 6.2) for the mean 
scores of the 16 experimental groups allow for the comparison of the mean scores of 
consumer emotion across the four alternative homepages with each combination of 
consumers’ NFA and NFC. The results show that the four types of homepages had 
differential effects on consumer emotion for the four NFA-NFC consumer 
personality categories. Therefore, the results of the partial four-way analysis allowed 
the candidate to identify an association between homepage content and consumer 
emotion for consumers with different levels of NFA and NFC, making it possible to 
examine the matching (or alignment) and mismatching (non-alignment) effects of 
personality variables and different homepage content on consumer responses. 
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Table 6.3 Mean scores of consumer emotion across homepage content with 
personality combinations
Personality types
Homepage content low NFA-
low NFC
high NFA-
high NFC
high NFA-
low NFC
low NFA-
high NFC
Low emotional - low rational M= 2.90
SD=.97
M= 3.67
SD=1.36
M= 3.49
SD=1.25
M= 3.23
SD=1.34
High emotional - high rational M= 3.68
SD=1.36
M= 5.87
SD=.70
M= 4.46
SD=1.47
M= 3.75
SD=1.22
High emotional - low rational M= 4.36
SD=1.28
M= 5.43
SD=.97
M= 5.83
SD=1.33
M= 4.01
SD=1.47
How emotional - high rational M= 3.23
SD=.97
M= 3.50
SD=1.59
M= 3.41
SD=1.09
M= 4.82
SD=1.45
The mean scores of consumer emotion across the homepage content for each type of 
personality combination were compared using independent samples t-tests (see 
Section 5.4.4.4 for details). The following sections discuss the matching and 
mismatching effects of alternative homepages on consumer emotion for each type of 
personality combination. 
6.9.1 Low NFA and low NFC ('passive' processors)
Consumers with low levels of NFA and NFC have been defined as passive 
processors (Sojka & Giese, 2001) as they do not rely on either kind of processing 
mechanism to assess homepages. Cacioppo et al. (1984) found that consumers with a 
low level of NFC avoid cognitively demanding tasks, and consumers with a low 
level of NFA avoid expressing their emotions. As such, it was expected that for this 
personality type, a homepage containing low levels of emotional content and low 
levels of rational content would produce a positive effect on consumer emotion. 
However, the mismatching of homepage content (i.e., high rational or emotional 
content) for this personality type produced a greater effect on consumer emotion than 
the matching content. Thus, emotional content seems to be influential even on low 
NFA respondents. 
The simple effects analysis for the four-way interaction between NFA, NFC, 
emotional content and rational content on consumer emotion (Table D.6 in Appendix 
D 2) shows that for low NFA - low NFC consumers, high emotional content 
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moderates the effect of rational content; specifically, high emotional content 
accentuates consumer emotion with any level of rational content. This suggests that 
consumers with this personality type prefer to process homepages high in emotional 
content and low in rational content. 
Two explanations can be suggested for this unexpected finding. Firstly, low NFA -
low NFC consumers may process information affectively if situational circumstances 
are motivating (Petty et al., 2011); for example, if the embedded homepage content 
has high personal relevance for them. However, these respondents were required to 
process homepage content under experimental conditions and the homepage context 
may have had little or no relevance for them, so they would be unlikely to be 
motivated, even when the content matched their personality. Thus, their processing 
of the homepage content may be superficial versus extensive (Petty et al., 2011;
Cacioppo et al., 1996). In this low motivation condition, this personality type may 
find the homepage containing high emotional content to be more exciting or 
interesting, producing a greater positive effect on consumer emotion.
6.9.2 Low NFA-high NFC ('thinking' processors)
Consumers with a low level of NFA and a high level of NFC are known as thinking 
processors (Sojka & Giese, 2001). They rely on tangible and quantifiable information 
and prefer to process high rational and low emotional content. The results from the 
independent samples t-tests shown in Table 6.3 demonstrate that homepages 
containing low emotional and high rational content resulted in greater consumer 
emotion than any other alternative combination of emotional and rational content 
(see Table 6.2 for means). 
The simple effects analysis shown in (Table D.9 in Appendix D 2) indicates that for 
this personality type, a high level of emotional content inhibits the effect of a high 
level of rational content on consumer emotion, but a low level of emotional content 
accentuates the effect of high rational content on consumer emotion.
Within the literature, Kardes (1988) and Stayman & Kardes (1992) suggest that the 
matching effect of high NFC - low NFA personality types with high rational and 
emotional content has a large positive effect on consumer emotion. These studies 
found, first, that high NFC consumers are more likely to generate their inferences 
about embedded homepage content spontaneously if the content matches their 
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personality and it is meaningful and/or useful for them; and second, that consumers 
who are low in NFA also tend to process content spontaneously, but this time with 
little involvement. It is likely that consumers with combined high NFC and low NFA 
may interpret a situation when content matches their personality as being close to 
goal attainment or useful for achieving a goal, which in turn increases their positive 
emotion. Hence, consumers with high NFC - low NFA may draw information from 
this initial positive feeling, rather than by cognitively elaborating the homepage 
content, which may result in no significant effect on consumer perceived 
informativeness.
6.9.3 High NFA and high NFC consumer personality ('combination' processors) 
Consumers who are combination processors (Sojka & Giese, 2001) tend to process 
information in terms of both affective and cognitive motives. It was expected that 
consumers with high levels of NFA and NFC would report a higher level of emotion 
when a homepage was embedded with high emotional and high rational content, as 
compared to the other three alternative combinations of content. The mean scores for 
consumer emotion presented in Table 5.39 identified that the homepage containing 
high emotional and high rational content resulted in a significantly greater effect on 
consumer emotion. For the other three alternative homepages (high emotional and 
low rational, low emotional and high rational and low emotional and low rational), 
the mean score for consumer emotion was significantly lower for consumers with 
high NFA - high NFC. This suggests that consumers with a high level of NFA (high 
emotional motivation) have accentuated consumer emotion when a homepage 
contains higher levels of emotional and rational content. It also shows that for 
consumers with a high level of NFC (high rational motivation), consumer emotion is 
not reduced when a homepage contains a high level of emotional content. The simple 
effects analysis (Table D.7 in Appendix D 2) further reveals that for consumers with 
this personality type, high emotional content with any level of rational content 
positively moderates (i.e., increases) the effect of the rational content on consumer 
emotion.
Another explanation for this finding can be drawn from consumer mood-protection 
theory (Howard, 1992) where there is a tendency for consumers to protect and 
prolong a positive mood, which leads to reduced effort in the cognitive processing of 
the given content. As discussed in Section 6.1, emotional content has been found to 
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have the most dominant effect on consumer emotion, with the largest effect size 
(partial eta .28). The general positive mood state (or the initial excitement) 
(Tavassoli, 1995) resulting from the processing of high emotional content for 
consumers with high levels of NFA and high NFC may completely impede the 
processing of high rational content (Zajonc, 1984; Bryant & Miron, 2003). 
Consequently, high NFC and high NFA respondents’ simultaneous processing of 
high rational content did not disrupt or reduce the greater positive consumer emotion 
resulting from the processing of high emotional content. 
Another plausible explanation can be drawn from confirmation bias theory 
(McMillan & White, 1993; Jonas et al., 2001) as the high rational content matches 
the high NFC consumers’ general motivation for cognitive elaboration—high NFC 
consumers may ignore or give little weight to high emotional content that could 
disconfirm or disrupt the evaluation of high rational content. 
6.9.4 High NFA-low NFC personality ('feeling' processors)
Consumers who have high NFA and low NFC personality traits are known in the 
literature as “feeling processors” (Sojka & Giese, 1997; Sojka & Giese, 2001), and 
these individuals will exert their need for emotion in processing homepage content. 
Therefore, it was expected that a homepage with a high level of emotional content 
combined with a low level of rational content would have a greater effect on 
consumer emotion for consumers in this category.
The results of the independent samples t-tests (see Table 5.40) show that for high 
NFA and low NFC consumers, the homepage containing high emotional and low 
rational content resulted in a significantly greater level of consumer emotion than 
any other combination of emotional and rational homepage content. This result
provides evidence of the matching effect between personality and homepage content 
with regard to consumer emotion for this group. 
The matching of high emotional and low rational content may generate extreme 
arousal for this personality type, as previous research has found that this personality 
is motivated to express strong emotion. Two homepages—high emotional-high 
rational content and low emotional-high rational content—have relatively little 
positive effect on consumer emotion, which suggests that consumers with this 
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personality are more sensitive to high rational content than to low rational content 
when a homepage is embedded with high emotional content. 
Summary of matched analysis
Two important theoretical contributions can be drawn from the findings of the four-
way interactions. 
Firstly, across consumers with all four alternative personalities, it was found that 
emotional homepage content interacted with rational content. The emotional 
responses of consumers with high NFA-high NFC, high NFA-low NFC, and low 
NFA-low NFC were enhanced by the combination of high emotional content and 
both high and low rational content; and the emotional responses of consumers with 
low NFA-high NFC were enhanced by high rational-low emotional content. Finding 
significant interactions between emotional and rational content for different 
combinations of NFA and NFC demonstrates that consumers process both emotional 
and rational content simultaneously. Even the minimal use of emotional or rational 
content on a homepage might be important to consumers across personality types, 
leading them to discount or not to attend to the other content, no matter how 
prominent this content is. This confirms the insufficiency of the standard continuum 
approach for classifying homepages, which assumes that homepages are understood 
by exploring one type of content only, supporting the major argument advanced in 
this thesis. 
Secondly, for three kinds of processors—combination (high NFA-high NFC), feeling 
(high NFA-low NFC), and thinking (low NFA-high NFC)—the matching of 
homepage content to their personality type has a greater effect on their emotion; only 
passive processors (low NFA-low NFC) did not have matched outcomes. This may 
suggest that the initial excitement or arousal could possibly impede immediate 
cognitive elaboration, as no effect was found on consumer perceived informativeness 
for these personality types. The following Section 6.10 provides a discussion of the 
managerial implications arising from the thesis findings. The chapter concludes with 
an overview of the limitations pertaining to the thesis, and some recommendations 
for future research.
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Summary of the theoretical contribution
(i) The main effect of emotional content on consumer emotion.
Emotional content of a homepage on consumer emotion was the most dominant 
factor in explaining the results, explaining 28% of the variance in consumer 
response. This dominant role of the emotional content corroborates the findings of 
neuro-marketing, namely that consumers primarily attend to the emotional content 
before any other content.
(ii) The main effect of rational content on consumer perceived 
informativeness
Rational content was the second most important factor in explaining consumers’ 
responses, with a large effect size of the rational content of homepages on responses. 
This implies that when there is rational content, either there is a limited amount of 
the ‘other’ (emotional) content within the page, or the other information is irrelevant. 
The results of this thesis demonstrate the limitation of the continuum approach, as it 
is shown that even a limited amount of rational content is important. 
(iii) The main effect of NFC on consumer perceived informativeness 
Higher levels of consumer NFC result in higher levels of consumer perceived 
informativeness. Two explanations were drawn for this result, based on previous 
research (Martin, 1999; Novak & Hoffman, 2009; Petty et al., 1991), in terms of: (i) 
the communication context, and (ii) the consumer perceived personal relevance of 
the communication (further discussion provided in Section 6.3). 
(iv) The main effect of NFA on consumer emotion 
The finding of the main effect of NFA on overall consumer emotion is important and 
provides empirical evidence that when consumers are exposed to homepage content, 
their emotional response depends on their NFA level. Specifically, when exposed to 
a homepage, participants with high NFA (predisposed to experience a high level of 
emotion) felt a higher level of pleasure, excitement and stimulation than consumers 
with low NFA.
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(v) Two-way interaction of emotional content x rational content on consumer 
emotion and perceived informativeness 
The results importantly show that consumers draw information from their feelings 
resulting from the processing of emotional content that leads them to engage in 
processing the rational content, and vice versa (Zajonc, 1980). Evidence of parallel 
processing of emotional and rational content and the interactions between consumer 
emotion and perceived informativeness strongly suggest that the processing of 
emotional and rational homepage content occurs in a complex, interrelated fashion.
(vi) Two-way interaction of NFC and rational content on consumer emotion 
and consumer perceived informativeness.
The results show that consumers with high levels of NFC responded more positively 
to homepages with high rational content, as compared to homepages with low 
rational content. Unlike previous studies, the candidate found that the interaction 
between consumers’ level of NFC and rational content influences consumer emotion 
as well; that is, consumer emotion was greater for high NFC consumers when the 
homepage was embedded with high rational content.  
(vii) Three-way interaction of NFC x rational content x emotional content on 
consumer perceived informativeness  
The results provided the following theoretical insights:
1. Consumers with high and low levels of NFC process both emotional and 
rational content simultaneously.  
2. The processing of rational content by consumers who are high in NFC has 
a greater effect on consumer emotion, possibly moderated by their mood protection 
tendency. 
3. When consumers high in NFC process both emotional and rational content, 
their confirmation bias for the rational content may inhibit their processing of the 
emotional content.  
4. For consumers with low levels of NFC, who are probably not biased 
towards any particular type of homepage content, processing of emotional and 
rational content may result from the interaction between their initial emotional and 
rational responses. 
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(viii) Partial four-way analysis: Matching and mismatching effect of homepage 
content and consumer personality on consumer emotion. 
The results of the four-way interaction on consumer emotion provided the following 
theoretical insights: 
1. Across consumers with all four alternative personalities, emotional homepage 
content interacted with rational content. 
2. For three kinds of processors—combination (high NFA-high NFC), feeling (high 
NFA-low NFC), and thinking (low NFA-high NFC)—the matching of homepage 
content to their personality type had a greater effect on their emotion; only passive 
processors (low NFA-low NFC) did not have matched outcomes. 
6.10 Managerial implications
The results of this thesis suggest several practical implications for organisations and 
marketing managers involved in homepage development. These pertain to leveraging 
consumers’ enduring emotional and rational motives and varying the rational and 
emotional content of homepages. 
Firstly, most past studies have investigated emotional or rational homepage content 
in isolation (Lwin et al., 2014; Lee & Thorson, 2009; Singh & Dalal, 1999; Singh et 
al., 2005). This thesis investigated the interaction effects of both emotional and 
rational homepage content on consumer emotion and consumer perceived 
informativeness. The findings revealed significant interaction effects of different 
levels (high and low) of emotional and rational homepage content on consumer 
emotion and consumer perceived informativeness. In particular, it was found that the 
effect of emotional homepage content on consumer emotion varied with high or low 
levels of rational content, and vice versa. For example, when homepages were 
embedded with low emotional content together with any level of rational content, the 
level of consumer emotion was significantly lower than when the homepage was 
embedded with a high level of emotional content and a low level of rational content. 
This has important implications for marketers and web designers, as the result (a 
moderate effect size of partial eta squared = .082,) strongly suggests that it is 
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possible to design a single homepage using both emotional and rational content. The
findings indicate that financial planning homepage designers (and possibly marketers 
of other informational products) need to more accurately estimate the particular types 
of content and levels to use to increase or decrease consumer-focused attention, and 
to create an optimal level of stimulation for homepage viewers. 
Secondly, the MANOVA results revealed a significant four-way interaction between 
homepage content (emotional and rational content) and consumer personality (NFA 
and NFC) on consumer emotion. Comparing the mean scores of consumer emotion 
across the four different homepage designs combined with the four different 
consumer personality types shows that homepages with different levels of emotional 
and rational content have differential effects on consumer emotion across different 
consumer personality types, even though the effect size was small (partial eta 
squared = .001).
This suggests that the level of excitement, arousal and pleasure varies across 
consumer personality categories. This information will enable homepage designers to 
frame communication messages with potential appeals to better target given 
consumer segments, resulting in better message positioning. Of particular importance 
are implications regarding homepage message matching or mismatching with 
personality groups. For consumers categorised as high NFA-high NFC, high NFA-
low NFC, and low NFA-high NFC, matching homepage content to these personality 
types had a greater positive effect on their emotion, than for low NFA-low NFC 
consumers. 
These results have far-reaching implications for practitioners, as understanding the 
role of matching and mismatching of consumer characteristics (i.e., NFA and NFC) 
and emotional and rational homepage content allows homepage designers to develop 
more targeted communications. In this regard, managers can possibly use advanced 
software applications (for example, AdSense and Marketo) to infer consumers’ levels 
of NFA and NFC based on consumers’ past online search behaviour (Lavie et al., 
2010; Sundar & Marathe, 2011). Managers can also use a range of online 
applications that provide personalised links to consumers; online search history can 
be used to track consumers’ behaviour and predict their interests. For example, high 
NFC consumers’ preferences for documentaries and trade news may lead them to 
visit online news channels, or high NFA consumers’ preferences for horror movies to 
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YouTube. By using the online recommendation applications, a communication 
practitioner can tag a financial planning services homepage or advertisement weblink 
with matching emotional and rational content to attract consumers with high/low 
NFA and NFC Matching the content based on consumers’ emotional and rational 
motives has a positive influence on the communication process, especially as 
previous research has found that consumers’ interaction with a homepage lasts only 
for a few seconds. Thus, if the content provides the desired level of excitement, 
arousal and informativeness, consumers are more likely to stay on the homepage and 
explore the other pages of the website.
Thirdly, the findings question marketers long held belief that homepages (and 
possibly even products more generally) are fundamentally divided into two types: 
‘transformational’ (highly experiential or ‘feel’ products) and ‘informational’ (highly 
informative or ‘think’ products). Transformational products—products purchased 
based on ‘positive’ motives (Rossiter & Bellman, 2005) such as entertainment and 
tourism—use emotional appeals to create appropriate feelings, such as sensory 
gratification or reward. Informational products—products that exist to solve 
problems, such as financial services and toothpaste, purchased from ‘negative’ 
motives (Rossiter & Bellman, 2005)—have little if any need for emotional content. 
This assumption is summarised by Dahlen et al. (2010, p. 312): 
Advertising for transformational products has a critical role filling the product 
with positive emotions and creating favourable associations…so it is very 
important that the target audience likes [the advertisement]…For informational 
products, it is not as important for the advertising to be liked as it is not intended 
to create positive emotions towards the product, but merely present problem and 
solution convincingly.
In contrast to this assumption, the results of this thesis unexpectedly revealed that the 
emotional content on the financial planning services homepage had the most 
dominant effect (a large effect size of partial eta squared = .281) on consumer 
responses. As such, emotional content is clearly just as important for an 
informational product’s homepage as it is for a transformational product. This 
finding provides new insights about the status of emotional content in homepages 
and the importance of designing marketing communications that include it.
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Bearing in mind the limitations of this thesis (see section 7.2), the significant 
interaction effects (two-way, three-way and four-way) of homepage content and 
consumer personality on consumer emotion and consumer perceived informativeness 
that were found, encourage practitioners to be more flexible regarding the 
manipulation of emotional and rational homepage content. Based on these findings, 
marketing communication practitioners can design more effective homepages for 
their target markets with appropriate communication approaches to produce the 
greatest persuasive influence.
It is important for web designers to assess the emotional and informational content of 
homepages through approaches as described in this thesis before they go “live”. The 
framework advanced in this thesis can be used to understand the effect of homepage 
content on consumer responses for different types of consumer personalities. 
6.11 Limitations and future research 
In designing the experimental study for this thesis, extensive pre-testing and pilot 
testing were conducted to minimise issues associated with internal and external 
validity. A large amount of effort (see Sections 4.2-4.6) went into simulating “real” 
homepage content, and several factors related to the experimental conditions and 
homepage features (for example, background colour, picture size, text font) were 
controlled to minimise the effect of extraneous factors on consumer responses. The 
realism test indicated that the respondents thought each of the homepages was 
realistic. The measurement instruments used in this thesis were adapted from studies 
in marketing communications and consumer psychology, especially those focusing 
on homepages, and all were found to be reliable and valid. However, the study 
results should be interpreted with caution in the light of the following limitations. 
Each of these limitations provides an opportunity for future research. To advance the 
field further, several additional future research opportunities are also raised.
Limited number of dependent variables 
This thesis examined the main effects and specific interaction effects of homepage 
content and consumer personality on two dependent variables, namely consumer 
emotion and consumer perceived informativeness. Additional research is needed to 
further understand the simultaneous effect of emotional and rational content on 
consumer emotion and perceived informativeness together with NFC and NFA for 
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other types of consumer variables, especially the traditional hierarchy of effects 
measures (e.g., awareness, interest, desire and action or purchase) and cognitive 
structural elements (e.g., beliefs, attitudes and intentions). Understanding such 
interactions can assist further in producing effective marketing communication 
programs. For example, past studies (see, for example, Lee & Thorson, 2009; Singh 
et al., 2005) examining homepage content have found that the content influences 
consumers’ emotional and rational responses, which in turn affect their intentions to 
bookmark the homepage or recommend it to others. In other words, consumers’ 
intentions to use a homepage in the future are mediated by their emotional and 
rational responses. Future studies need to ascertain whether the emotional and 
rational homepage content has an effect on consumers’ intentions to explore the 
website further and purchase a product offered via it. Incorporating consumers’ 
future intentions to use a homepage in future research could determine:
a) whether emotional and rational homepage content has main and interaction 
effects on consumer intentions to use a homepage in the future;
b) whether consumer emotion and consumer perceived informativeness mediate 
consumer intentions to use the homepage content;
c) whether the effect of emotional and rational homepage content on consumer 
intentions to use the homepage varies across different levels of consumers’ 
NFA and NFC.
Future research could also test the moderating role of consumer demographic 
characteristics, such as gender and age, on consumers’ responses towards varying 
emotional and rational homepage content. For instance, studies outside the 
domain of online consumer behaviour indicate that women are more likely than 
men to feel and recall emotions (Canli et al., 2002), and older consumers show 
increased liking and recall of emotional advertisements (Williams & Drolet, 
2005; Drolet et al., 2007). It would be interesting to see if these demographic 
factors influence how consumers assess different levels of emotional and rational 
homepage content. Future research could also include two dependent variables (i) 
attitude toward the homepage and (ii) attitude toward the brand. This thesis does 
not include the construct of consumer perceived interactivity. However, given 
that increasingly homepages have interactive content, future research can 
consider consumer perceived interactivity as a dependent variable. Future 
researchers could incorporate active hyperlinks, rotating pictures, and/or video on 
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a homepage to further examine the interactional nature of the homepage content 
and its association with consumer responses
Only one product category tested
This thesis was limited to the context of one product category, i.e., financial planning 
services. Financial planning services are generically categorised as an informational 
product, that is, a product for which the buying motive is negatively originated, 
especially problem removal (Rossiter & Bellman, 2005), and where promotion of 
this category generally focuses directly on features or benefits of the product itself 
(Puto & Wells, 1984). As the results of this thesis apply to only one product 
category, this may constrain the generalisability of the findings of this thesis.
Future research could study multiple product contexts, including where the buying 
motive includes “positive” aspects, such as sensory gratification, e.g., tourism 
services. Research could also test the homepage content for two types of products,
transformational as well as informational, to see whether there is a difference in 
consumer responses for different levels of emotional and rational homepage content 
across high and low consumer NFA and NFC, resulting in greater generalisability of 
the findings of this thesis. Testing homepage content in two different contexts also 
has practical value, as this can help different organisations, for example, insurance 
companies (informational) or travel agents (transformational), to determine the 
optimal combination of emotional and rational content to use in their homepages.
Lack of challenge for high NFC consumers
Unexpectedly, although consumer NFC had a main effect on both dependent 
variables, it engendered the least variance in consumer perceived informativeness 
and consumer emotion relative to the other variables studied. In other words, its 
effect size was the smallest of all of the independent variables tested in this thesis. 
This may be because, while the rational content in the homepages included factual 
information, the manipulated designs might not have contained enough information 
to challenge the motivation of high NFC consumers to process the content in depth. 
The lack of challenge associated with processing homepages may have impaired 
their cognitive motivation, causing the small variance in consumer perceived 
informativeness and limiting the generalisability of the thesis findings. 
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For the purpose of this thesis, emotional and rational content were deliberately varied 
in the hope that they would evoke certain consumer responses, and although the 
rational content included sufficient facts (i.e., associated with evidence and logic), it 
did not necessarily specifically challenge high NFC consumers’ cognitive ability to 
process the content deeply. In practice, most homepages are developed with simple 
content that does not challenge high NFC consumers’ cognitive ability (Lee & 
Thorson, 2009), as it is known that consumers spend only a few seconds interacting 
with homepage content (Lindgaard et al., 2006). Furthermore, for the purpose of this 
thesis, the homepages had no active hyperlinks, which means the homepages offered 
less exploratory potential for high NFC consumers. Hence, high NFC consumers 
may have found that processing the homepage content within the experiment had low 
perceived personal relevance (Cacioppo & Petty, 1982).
Previous studies have found that consumers high in NFC who perceive little personal 
relevance can be impeded in their processing of any given stimulus. Eventually, 
these consumers may exert their energy to process other available alternative 
stimuli—in this thesis that would be the emotional content. Thus, future research 
could consider novel ways to develop rational homepage content that might 
challenge, inspire or increase high NFC consumers’ motivation to process it. Future 
research could also explore the use of active hyperlinks on homepages to provide 
more exploratory potential for consumers high in NFC. 
Only one medium tested
This experimental study focused on homepage content. It is likely, however, that the 
experimental manipulations can be replicated in other media, such as print and 
television advertisements, enhancing the generality of the findings of this thesis 
(especially as the literature discussed in the various sections drew from past research 
in multiple communications domains). If a reasonable amount of generality is 
revealed, it is anticipated that some important areas of application will evolve, 
particularly in media planning. Investigating homepage content and consumer 
emotional and rational orientation (consumer NFA and NFC) in other media should 
interest media planners and advertisers. 
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6.12 Conclusion 
The conceptual model tested in this thesis deepens the understanding of the 
association between homepage content and consumer responses. It provides 
empirical evidence that emotional and rational homepage content are not on a
continuum, rather they are separate dimensions, as the levels of one type of content 
moderate the influence on consumer responses of the other type of content. This 
thesis provides strong evidence of the interaction effect of homepage content and 
consumer personality (consumer NFA and NFC) on consumer responses. The results 
of this thesis suggest the association between homepage content and consumer 
response is not as simple and direct as previous researchers have argued; rather, it is 
an intricate mix of the homepage content and consumer personality. 
Importantly, the significant main and interaction effects of emotional and rational 
content on consumer responses imply that consumers process both emotional and 
rational content in parallel, rather than hierarchically. The empirical evidence of the 
interaction of homepage content and consumer personality found in this thesis will 
enable homepage designers to frame communication messages with appeals to 
particular consumer segments, resulting in better message positioning. Of particular 
importance are implications regarding homepage message matching or mismatching 
with personality groups, which would have implications for segmenting markets and 
possibly developing targeted (or adaptive) homepages for various segments. 
The aim of this thesis was to provide a systematic approach to the study of website 
homepage content and consumer responses to it. Bearing in mind the limitations of 
this thesis, the significant interaction effects (two-way, three-way and four-way) of 
homepage content and consumer personality on consumer emotion and consumer 
perceived informativeness can encourage practitioners to be more flexible regarding 
the manipulation of emotional and rational homepage content. 
The approach advanced in this thesis can be used to understand the effect of 
homepage content on consumer responses for different types of consumer 
personalities before homepages go “live”. Based on the findings, marketing 
communication practitioners can design more effective homepages for their target 
markets with appropriate communication approaches to produce the greatest 
persuasive influence. 
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Appendix A: Pre-Test 1
Appendix A1: Pre-Test 1 Questionnaire
1. To assess the perceived emotional and rational content of pictures and text;
specifically, to determine differences between each picture and each text in 
terms of corresponding emotional and rational levels, and to select the 
appropriate combinations for Stage 2.
2. To assess the reliability and validity of the instruments assessing perceived 
emotional and rational content.
Pre-test 1 used a web-based questionnaire in which respondents quantitatively rated 
the emotional and rational levels of pictures and text. This survey used 14 pictures 
and 10 pieces of text. Data were collected from 140 respondents. Pictures and text
were randomly rotated. 
Screening Question:
Please indicate your age?
Less than 30 Years
30 years or above
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DEAKIN UNIVERSITY
INFORMATION STATEMENT AND CONSENTFORM
TO: Participant
Full Project Title: Emotional and Rational Homepage Content: Separate Dimensions 
rather than a Continuum
Principal Investigator: Professor Michael Polonsky
Student Researcher: MD Manirujjaman
Associate Researcher: Dr Nichola Robertson
You are invited to take part in this research project. This Information Statement 
contains detailed information about the research project. Please read this Information 
Statement carefully. Once you understand what the project is about and you agree to 
complete and submit the questionnaire online, it is assumed that you are consenting to 
participate in this study.
This research project is being undertaken by a PhD student researcher, Md 
Manirujjaman, under the guidance of Professor Michael Polonsky and Dr Nichola 
Robertson from Deakin University, Melbourne. This research is funded by Deakin 
University. The purpose of this project is to examine the influence of a website’s 
homepage content on consumers’ responses to it. The research project is expected to 
benefit organisations concerned with online communications and marketing. 
Consumers will also benefit, as the research will lead to better communication between 
organisations and consumers.
You are invited to participate in this PhD research project because you are in a target 
group highly relevant to financial services. Your name was selected randomly from the 
Survey Sampling International database, of which you are a voluntary member. 
Participation in this project will involve you completing an online questionnaire that 
should take approximately 10 minutes of your time.
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Any information that you provide will be treated with the utmost respect for 
confidentiality. No individuals will be identifiable. All data will be stored for a period 
of a maximum of eight years after final publication, after which time it will be 
destroyed. All electronic copies of documents will be stored on a password-protected 
computer.
The results of this study will be used in the PhD thesis and published in journal articles 
and/or conference proceedings. In any publication, information will be provided in 
such a way that you cannot be identified.
This project will be carried out according to the National Statement on Ethical Conduct 
in Human Research (2007) produced by the National Health and Medical Research 
Council of Australia. This statement has been developed to protect the interests of 
people who agree to participate in human research studies.
The ethics aspects of this research project have been approved by the Human Research 
Ethics Committee of Deakin University. If you have any complaints about any aspect 
of the project, the way it is being conducted or any questions about your rights as a 
research participant, then you may contact: The Manager, Office of Research Integrity, 
Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 9251 
7129, Facsimile: 9244 6581; research-ethics@deakin.edu.au.
Please quote project number (BL-EC 18-12), if you require further information or if 
you have any problems concerning this project, please contact: Student Researcher: 
MD Manirujjaman
Email: mmani@deakin.edu.au
If you agree with this consent form please click "yes' below
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If the participant clicked 'yes' they were given the following instructions:
In the following section of the questionnaire, you will be provided with 14
pictures and 12 pieces of text. They all relate to financial planning 
services. We would like you to answer some questions about each picture 
and text. Please spend approximately 10-15 seconds looking at each picture 
and reading each text, and then complete the relevant questions.
Please click "next" to continue with the survey."
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
picture is 
heart-
warming 
1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
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Agree Strongly
Agree
Very 
Strongly 
Agree
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1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
Appendices
 288
Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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picture is 
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(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
factual 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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picture is 
rational 
1 2 3 4 5 6 7 8 9
Appendices
 292
Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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picture is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
picture is 
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1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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(2) This 
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heart-
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(3) This 
picture is 
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(4) This 
picture is 
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1 2 3 4 5 6 7 8 9
(5) This 
picture is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
picture is 
heart-
warming 
1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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(2) This 
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heart-
warming 
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(3) This 
picture is 
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(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
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Strongly 
Agree
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picture is 
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(6) This 
picture is 
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(7) This 
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1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
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Disagree
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Disagree
Neither 
disagree 
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agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
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1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
picture is 
heart-
warming 
1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
Appendices
 303
Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
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Please indicate to what extent you agree or disagree with EACH statement.
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1 2 3 4 5 6 7 8 9
(4) This 
picture is
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
Appendices
 309
Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly
Agree
Very 
Strongly 
Agree
(1) This 
picture is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
picture is 
heart-
warming 
1 2 3 4 5 6 7 8 9
(3) This 
picture is 
subjective 
1 2 3 4 5 6 7 8 9
(4) This 
picture is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
picture is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
picture is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
picture is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
picture is 
rational 
1 2 3 4 5 6 7 8 9
A
ppendices
 
310
A
ppendix A
2: D
escription of pictures used in pre-test 1 (14 pictures)
C
ontent 
Level
Picture N
o 1
E
m
otional content
R
ational content
H
igh 
em
otional-
low
 rational
The em
otional conditions are not 
present.
A
 professional, expert planner 
being consulted by an 
attentive custom
er.
A
 w
ell-appointed office
A
 financial planning aw
ard 
logo is show
n in the 
background.
M
ean (em
otional)
3.64
M
ean (rational)
6.35
A
ppendices
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C
ontent 
Level
Picture N
o 2
E
m
otional content
R
ational content
Low
 
em
otional-
high 
rational
The em
otional conditions 
are not present.
The rational condition 
is not present.
M
ean (em
otional)
3.88
M
ean (rational)
4.11
A
ppendices
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C
ontent 
Level
Picture N
o 3
E
m
otional content
R
ational content
Low
 
em
otional-
high 
rational
The em
otional conditions are 
not present.
A
 professional, expert 
planner being consulted 
by an attentive 
custom
er.
A
 w
ell-appointed office, 
w
ith laptop or notebook 
in evidence.
M
ean (em
otional)
M
ean (rational)
4.64
6.31
A
ppendices
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C
ontent 
Level
Picture N
o 4
E
m
otional content
R
ational content
H
igh 
em
otional-
high 
rational
A
 caring, friendly, cheerful 
planner interacting w
ith a 
happy, satisfied custom
er in a 
com
fortable environm
ent. 
A
ll m
odels are sm
iling to 
show
 the com
m
unication 
episode is w
arm
 and 
productive.
A
 positive outcom
e is 
depicted.
A
 w
ell-appointed office
A
 financial planning 
aw
ard logo is show
n in 
the background.
M
ean (em
otional)
M
ean (rational)
6.26
4.53
A
ppendices
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C
ontent 
Level
Picture N
o 5
E
m
otional content
R
ational content
H
igh 
em
otional-
high 
rational
A
 caring, friendly, cheerful 
planner interacting w
ith a 
happy, satisfied custom
er in a 
com
fortable environm
ent. 
A
ll m
odels are sm
iling to 
show
 the com
m
unication 
episode is w
arm
 and 
productive.
A
 positive outcom
e is 
depicted.
A
 w
ell-appointed office.
M
ean (em
otional)
M
ean (rational)
6.49
3.90
A
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C
ontent 
Level
Picture N
o 6
E
m
otional content
R
ational content
H
igh 
em
otional-
high 
rational
A
 caring, friendly, cheerful 
planner interacting w
ith a happy, 
satisfied custom
er in a 
com
fortable environm
ent. 
A
ll m
odels are sm
iling to show
 
the com
m
unication episode is 
w
arm
 and productive.
A
 positive outcom
e is depicted.
A
 w
ell-appointed office.
M
ean (em
otional)
M
ean (rational)
5.46
3.91
A
ppendices
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C
ontent 
Level
Picture N
o 7
E
m
otional content
R
ational content
Low
 
em
otional-
high 
rational
The em
otional conditions 
above are not present.
A
 professional, expert 
planner being consulted 
by an attentive 
custom
er.
A
 w
ell-appointed office, 
w
ith laptop or notebook 
in evidence.
M
ean (em
otional)
M
ean (rational)
4.76
6.11
A
ppendices
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C
ontent 
Level
Picture N
o 8
E
m
otional content
R
ational content
H
igh 
em
otional-
low
 
em
otional
A
ll m
odels are sm
iling to 
show
 the com
m
unication 
episode is w
arm
 and 
productive.
A
 positive outcom
e is 
depicted.
The rational conditions 
are not present.
M
ean (em
otional)
M
ean (rational)
5.67
3.89
A
ppendices
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C
ontent 
Level
Picture N
o 9
E
m
otional content
R
ational content
Low
 
em
otional-
high 
rational
The em
otional conditions are 
not present.
A
 professional, expert 
planner being consulted 
by an attentive 
custom
er.
A
 w
ell-appointed office
A
 financial planning 
aw
ard logo is show
n in 
the background.
M
ean (em
otional)
M
ean (rational)
3.64
6.35
A
ppendices
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C
ontent 
Level
Picture N
o 10
E
m
otional content
R
ational content
H
igh 
em
otional-
low
 
rational
A
 cheerful planner interacting 
w
ith custom
ers in a 
com
fortable environm
ent. 
The rational conditions 
are not present.
M
ean (em
otional)
M
ean (rational)
5.10
3.80
A
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C
ontent 
Level
Picture N
o 11
E
m
otional content
R
ational content
Low
 
em
otional-
high
rational
The em
otional conditions are 
not present.
A
 professional, expert 
planner being consulted 
by an attentive 
custom
er.
A
 w
ell-appointed office
M
ean (em
otional)
M
ean (rational)
4.02
6.02
A
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C
ontent 
Level
Picture N
o12
E
m
otional content
R
ational content
H
igh 
em
otional-
high 
rational
A
 caring, friendly, cheerful 
planner interacting w
ith a 
happy, satisfied custom
er in a 
com
fortable environm
ent. 
A
 professional, expert 
planner being consulted 
by an attentive 
custom
er.
A
 w
ell-appointed office
A
 financial planning 
aw
ard logo is show
n in 
the background.
M
ean (em
otional)
M
ean (rational)
6.34
5.89
A
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C
ontent 
Level
Picture N
o 13
E
m
otional content
R
ational content
Low
 
em
otional-
high 
rational
The em
otional conditions are 
not present.
A
 financial planning 
aw
ard logo is show
n in 
the background.
M
ean (em
otional)
M
ean (rational)
5.27
4.15
A
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C
ontent 
Level
Picture N
o 14
E
m
otional content
R
ational content
high 
em
otional-
high++ 
rational 
A
 caring, friendly, cheerful 
planner interacting w
ith a 
happy, satisfied custom
er in a 
com
fortable environm
ent. 
A
ll m
odels are sm
iling to 
show
 the com
m
unication 
episode is w
arm
 and 
productive.
A
 financial planning 
aw
ard logo is show
n in 
the background.
M
ean (em
otional)
M
ean (rational)
5.15
3.19
A
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A
ppendix A
3: T
ext descriptions used in pre-
test 1 (3 sets, total 12 text descriptions)
Set 1
R
ational
E
m
otional
H
igh 
L
ow
E
m
otional content (E
)
R
ational content (R
)
H
igh
Text D
escription 1
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2) and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
Text D
escription 2
O
ur E (1) financial planners 
have assisted m
any custom
ers to 
retire early E (2).To explore 
m
ore inform
ation about 
planning for your future, visit 
our E (3) office, and m
eet our E 
(4) planners.
E (1) supportive
E (2) enjoy the freedom
 of 
indulging in life’s pleasures
E (3) com
fortable
E (4) understanding
R
 (1) experienced
R
 (2) increase their w
ealth 
by 50%
. 
R
 (3) aw
ard-w
inning
R
 (4) Financial Service 
A
ssociation (FSA
) qualified
L
ow
Text D
escription 3
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
Text D
escription 4
O
ur financial planners have 
assisted m
any custom
ers to 
retire early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
Set 2
In all sets, E = em
otional, R
 = rational
A
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R
ational
E
m
otional
H
igh
L
ow
E
m
otional C
ontent
R
ational C
ontent
H
igh
Text D
escription 5
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2), and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
Text D
escription 6
O
ur E (1) financial planners 
have assisted m
any custom
ers to 
retire early E (2).To explore 
m
ore inform
ation about 
planning for your future, visit 
our E (3) office, and m
eet our E 
(4) planners.
E (1) helpful
E (2) to spend m
ore tim
e 
w
ith their loved ones
E (3) friendly
E (4) sym
pathetic
R
 (1) Financial Service 
A
ssociation (FSA
) qualified
R
 (2) enhance their 
investm
ent portfolios
R
 (3) w
ell-appointed
R
 (4) efficient
L
ow
Text D
escription 7
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
Text D
escription 4
O
ur financial planners have 
assisted m
any custom
ers to 
retire early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
Set 3
A
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R
ational
E
m
otional
H
igh
L
ow
E
m
otional C
ontent
R
ational C
ontent
H
igh
Text D
escription 8
O
ur E (1) R
 (1) financial planners 
have assisted m
any custom
ers to 
retire early, E (2), and R
 (2). To 
explore m
ore inform
ation about 
planning for your future, visit our E 
(3) R
 (3) office, and m
eet our E (4), 
R
 (4) planners.
Text D
escription 9
O
ur E (1) financial planners 
have assisted m
any custom
ers to 
retire early E (2). To explore 
m
ore inform
ation about 
planning foryour future, visit 
our E (3) office, and m
eet our E 
(4) planners.
E (1) C
aring
E (2) to enjoy the luxury of 
realising their dream
s
E (3) cheerful
E (4) w
elcom
ing
R
 (1) expert
R
 (2) to be guided in w
ise 
saving and investm
ent 
strategies
R
 (3) up-to-date
R
(4) w
ell-qualified
L
ow
Text D
escription 10
O
ur R
 (1) financial planners have 
assisted m
any custom
ers to retire 
early and R
 (2). To explore m
ore 
inform
ation about planning for your 
future, visit our R
 (3) office, and 
m
eet our R
 (4) planners.
Text D
escription 4
O
ur financial planners have 
assisted m
any custom
ers to 
retire early. To explore m
ore 
inform
ation about planning for 
your future, visit our office and 
m
eet our planners.
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Appendix A4: Pre-Test 1 data analysis
Table A.1: Descriptive statistics for measurement instrument (perceived rational 
content)
Text
Mean Standard 
deviation
Skew Kurtosis Į
Perceived Rational content .92
This text is factual 5.19 2.01 -.90 -.73
This text is logical 5.27 1.98 -.14 -.64
This text is objective 5.29 1.96 -.21 -.54
This text is rational 5.22 1.94 -.12 -.57
Picture
Mean Standard 
deviation
Skew Kurtosis Į
Perceived Rational content .91
This picture is factual 5.13 1.92 -.14 -.63
This picture is logical 5.14 1.92 -.13 -.65
This picture is objective 5.11 1.91 -.11 -.63
This picture is rational 5.28 1.95 -.17 -.77
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Table A.2: Descriptive statistics for measurement instrument (perceived emotional 
content)
Text
Mean Standard 
deviation
Skew Kurtosis Į
Perceived Rational content .92
This text is factual 4.13 1.98 .02 -.71
This text is logical 3.94 1.97 -.05 -.71
This text is objective 3.88 1.98 -.10 -.71
This text is rational 3.88 1.96 -.06 -.63
Picture
Mean Standard 
deviation
Skew Kurtosis Į
Perceived Rational content .95
This picture is factual 5.02 1.87 -.03 -.51
This picture is logical 5.11 1.87 -.08 -.54
This picture is objective 5.17 1.86 -.13 -.52
This picture is rational 5.06 1.84 -.10 -.46
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Table A.3 Fit measures for perceived emotional and rational content
Goodness-of-Fit Statistic Acceptable Cut-Off-
Criteria
Fit measures 
Normed chi-square 
(CMIN/DF)
Hair et al. (2006) suggested 
3:1, except in situations 
with very large samples.
Ȥ2/df =2.561
Goodness-of-fit (GFI) Arbuckle & Wothke (1999)
argued that values must be 
above 0.95. 
0.97
Adjusted goodness-of-fit 
(AGFI)
Arbuckle & Wothke (1999)
suggested values must be 
above 0.95. 
.94
Root Mean Square Error of 
Approximation (RMSEA)
An RMSEA value over 1.0 
indicates a poor fit (Brown 
and Cudeck 1993), while 
values below 0.06 indicate 
a good fit Tab (Hu and 
Bentler 1999; Tabachnick 
and Fidell 2001).
.06
A
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Table A
.4 Pre-Test 1: Em
otional C
ontent: C
om
parison O
f M
ean Scores B
etw
een Pictures
Picture No
Level of emotion 
content
Mean score of 
perceived emotion
Picture N
o 1
Picture N
o 2
Picture N
o 3
Picture N
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
5.84
X
X
X
.17
.882
.205(p<.05)
1.94
1.27
.000(p<.05)
-
1.71
-
8.15
.000(p<.05)
2
H
igh
6.02
.17
.882
.205(p<.05)
X
X
X
2.12
10.46
.000(p<.05)
-
1.88
-
8.36
.000(p<.05)
3
Low
3.90
1.94
1.27
.000(p<.05)
-2.12
10.46
.000(p<.05)
X
X
X
.23
1.10
.272(p<.05)
4
Low
4.13
-1.71
-
8.15
.000(p<.05)
1.88
-8.36
.000(p<.05)
.23
1.10
.272
X
X
X
      
A
ppendices
 
331
Table A
.5 Pre-Test 1: R
ational C
ontent: C
om
parison O
f M
ean Scores B
etw
een Pictures
Picture No
Level of rational 
content
Mean score of 
perceived emotion
Picture N
o 1
Picture N
o 2
Picture N
o 3
Picture N
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
6.20
X
X
X
.290
1.27
.205 
(p<.05)
-2.17
-9.75
.000
(p<.05)
-2.31
10.77
.000
(p<.05)
2
H
igh
6.49
.290
1.27
.205
(p<.05)
X
X
X
2.46
10.65
.000
(p<.05)
2.60
11.65
.000
(p<.05)
3
Low
4.02
-2.17
-9.75
.000
(p<.05)
2.46
10.65
.000
(p<.05)
X
X
X
-.14
-.64
.523
(p<.05)
4
Low
3.88
-2.31
10.77
.000
(p<.05)
2.60
11.65
.000
(p<.05)
-.14
-.64
.523
(p<.05)
X
X
X
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Table A
.6 Pre-Test 1: Em
otional content: com
parison of m
ean scores betw
een text
Text No
Level of emotion 
content
Mean score of 
perceived emotion
TextN
o 1
TextN
o 2
TextN
o 3
TextN
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
6.28
X
X
X
-.02
-.085
.932(p<.05)
2.49
12.37
.000(p<.05)
2.42
12.07
.000(p<.05)
2
H
igh
6.26
-.02
-.085
.932(p<.05)
X
X
X
2.47
12.33
.000(p<.05)
2.41
11.93
.000(p<.05)
3
Low
3.78
2.49
12.37
.000(p<.05)
2.47
12.23
.000(p<.05)
X
X
X
-.06
-.341
.734(p<.05)
4
Low
3.85
2.42
12.07
.000(p<.05)
2.41
11.93
.000(p<.05)
-.06
-.341
.734(p<.05)
X
X
X
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Table A
.7 Pre-Test 1: R
ational content: com
parison of m
ean scores betw
een text
Text No
Level of rational 
content
Mean score of 
perceived emotion
TextN
o 1
TextN
o 2
TextN
o 3
TextN
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
6.36
X
X
X
.17
.92
.359(p<.05)
-2.69
14.45
.000(p<.05)
2.45
14.46
.000(p<.05)
2
H
igh
6.19
.17
.92
.359(p<.05)
X
X
X
-2.51
12.55
.000(p<.05)
2.27
12.28
.000(p<.05)
3
Low
3.67
-2.69
14.45
.000(p<.05)
-2.51
12.55
.000(p<.05)
X
X
X
-.24
.181
.187(p<.05)
4
Low
3.91
2.45
14.46
.000(p<.05)
2.27
12.28
.000(p<.05)
-.24
.181
.187(p<.05)
X
X
X
A
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A
ppendix A
5 Pre-Test 1: The m
ean scores of selected pictures 
                                                            
 
Em
otional content (high) + rational content (low
) 
                                                Em
otional content (high) + rational content (high) 
M
ean (EC=6.49), M
ean (RC=3.90)                                                                                          M
ean (EC=6.34), M
ean (RC=5.84) 
     
 
    
A
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 Em
otional content (low
) + rational content (high) 
                                                Em
otional content (low
) + rational content (low
) 
M
ean (EC=3.64), M
ean (RC=6.35)                                                                                          M
ean (EC=3.88), M
ean (RC=4.11) 
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A
ppendix A
6: Pre-T
est 1: T
he m
ean scores of selected text
                                              
                                
 
Em
otional content (high) + rational content (high) 
                                           Em
otional content (high) + rational content (high) 
M
ean (EC=6.28), M
ean (RC=6.36)                                                                                          M
ean (EC=6.26), M
ean (RC=3.67) 
  
A
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   Em
otional content (low
) + rational content (high) 
                  Em
otional content (low
) + rational content (low
) 
M
ean (EC=3.78), M
ean (RC=6.19)                                                            M
ean (EC=3.76), M
ean (RC=4.3.89
Appendices
 338
Appendix B: pre-test 2
Pictures and text selected from the results of Pre-test 1 were combined to develop four 
sample homepages. The four homepages were tested in Pre-test 2 to assess their 
emotional and rational content, along with a test for the realism of the four homepages.
Four specific issues were investigated in Pre-test 2, as follows
1. To determine whether there were differences between each of the four 
homepages in terms of their emotional and rational levels.
2. To determine the “realism” of the alternative homepages.
3. To pilot test the cause-effect relationship between homepages (i.e., the 
independent variable) and the dependent variables (consumer emotion and 
consumer perceived informativeness) in response to the homepages. 
4. To assess the reliability and validity of: (i) the instrument measures assessing 
perceived emotional and rational content; (ii) the instrument measuring consumer 
emotion, and (iii) the instrument measuring consumer perceived informativeness.
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Appendix B1: Pre-Test 2 questionnaire
Screening Question:
Please indicate your age:
Less than 30 years
30 years or above
Deakin University
INFORMATION STATEMENT AND CONSENT FORM
TO: Participant
Full Project Title: Emotional and Rational Homepage Content: Separate Dimensions 
rather than a Continuum
Principal Investigator: Professor Michael Polonsky
Student Researcher: MD Manirujjaman
Associate Researcher: Dr Nichola Robertson
You are invited to take part in this research project. This Information Statement contains 
detailed information about the research project. Please read this Information Statement 
carefully. Once you understand what the project is about and you agree to complete and 
submit the questionnaire online, it is assumed that you are consenting to participate in 
this study.
This research project is being undertaken by a PhD student researcher, Md 
Manirujjaman, under the guidance of Professor Michael Polonsky and Dr Nichola 
Robertson from Deakin University, Melbourne. This research is funded by Deakin 
University. The purpose of this project is to examine the influence of a website’s 
homepage content on consumers’ responses to it. The research project is expected to 
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benefit organisations concerned with online communications and marketing. Consumers 
will also benefit, as the research will lead to better communication between 
organisations and consumers.
You are invited to participate in this PhD research project because you are in a target 
group highly relevant to financial services. Your name was selected randomly from the 
Survey Sampling International database, of which you are a voluntary member. 
Participation in this project will involve you completing an online questionnaire that 
should take approximately 10 minutes of your time.
Once you have completed the questionnaire please hit the submit button. Any 
information that you provide will be treated with the utmost respect for confidentiality. 
No individuals will be identifiable. All data will be stored for a period of a maximum of 
eight years after final publication, after which time it will be destroyed. All electronic 
copies of documents will be stored on a password-protected computer.
The results of this study will be used in the PhD thesis and published in journal articles 
and/or conference proceedings. In any publication, information will be provided in such 
a way that you cannot be identified.
This project will be carried out according to the National Statement on Ethical Conduct 
in Human Research (2007) produced by the National Health and Medical Research 
Council of Australia. This statement has been developed to protect the interests of 
people who agree to participate in human research studies.
The ethics aspects of this research project have been approved by the Human Research 
Ethics Committee of Deakin University. If you have any complaints about any aspect of 
the project, the way it is being conducted or any questions about your rights as a 
research participant, then you may contact: The Manager, Office of Research Integrity, 
Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 9251 
7129, Facsimile: 9244 6581; research-ethics@deakin.edu.au.
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Please quote project number (BL-EC 18-12), if you require further information or if you 
have any problems concerning this project, please contact: Student Researcher: 
MD Manirujjaman
Email: mmani@deakin.edu.au
if you agree with this consent form please click "yes' below
Instructions to participants:
Please click "next" to continue completing the questionnaire. In the following 
questionnaire, you will be asked to view FOUR website homepages. We would like you 
to answer some questions about each of these homepages.
Please click on the web links as instructed to view the homepages. Please view each 
homepage for 15-20 seconds, and then close the pop-up window in which each 
homepage appears, and finally answer some questions about each homepage.
https://us.qualtrics.com/ControlPanel/Grap 
hic.php?IM=IM_02EvCROXru9nAgZ&V=1346736698
At this stage participant were provided with four homepages, which were 
randomly rotated:
A
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Y
ou have just view
ed the hom
epage of a financial service provider's w
ebsite. (Please close the w
indow
 w
ith the hom
epage if 
you have not already done so). Please indicate how
 this hom
epage m
ade you feel.Follow
ing are four statem
ents about your 
feelings tow
ards the hom
epage. Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) This hom
epage m
ade m
e 
feel happy
1
2
3
4
5
6
7
(2) This hom
epage m
ade m
e 
feel Interested 
1
2
3
4
5
6
7
(3) This hom
epage m
ade m
e 
feel pleased
1
2
3
4
5
6
7
(4) This hom
epage m
ade m
e 
feel excited
1
2
3
4
5
6
7
A
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Please indicate w
hat you think about the content of the hom
epage you just view
ed. Follow
ing are four statem
ents about your 
beliefs in regard to the hom
epage.Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) For m
e, the hom
epage is 
relevant 
1
2
3
4
5
6
7
(2) For m
e, the hom
epage is 
com
plete 
1
2
3
4
5
6
7
(3) For m
e, the hom
epage is 
useful 
1
2
3
4
5
6
7
(4) For m
e, the hom
epage is 
m
eaningful 
1
2
3
4
5
6
7
A
ppendices
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) I think that this hom
epage 
is sim
ilar to the hom
epages 
of other financial service 
providers on the Internet.
1
2
3
4
5
6
7
(2) I think that there are 
financial service provider 
w
eb hom
epages like this in 
real life.
1
2
3
4
5
6
7
(3) I think that the pictures 
and text contained on the 
hom
epage provided 
believable inform
ation about 
a financial service provider.
1
2
3
4
5
6
7
A
ppendices
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
V
ery 
Strongly 
D
isagree 
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly
V
ery 
Strongly 
A
gree 
(1) This hom
epage is factual 
1
2
3
4
5
6
7
8
9
(2) This hom
epage is heart-
w
arm
ing 
1
2
3
4
5
6
7
8
9
(3) This hom
epage is subjective 
1
2
3
4
5
6
7
8
9
(4) This hom
epage is logical 
1
2
3
4
5
6
7
8
9
(5) This hom
epage is pleasant
1
2
3
4
5
6
7
8
9
(6) This hom
epage is objective 
1
2
3
4
5
6
7
8
9
(7) This hom
epage is inspiring 
1
2
3
4
5
6
7
8
9
(8) This hom
epage is rational 
1
2
3
4
5
6
7
8
9
A
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Y
ou have just view
ed the hom
epage of a financial service provider's w
ebsite. (Please close the w
indow
 w
ith the hom
epage if 
you have not already done so). Please indicate how
 this hom
epage m
ade you feel. Follow
ing are four statem
ents about your 
feelings tow
ards the hom
epage. Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) This hom
epage m
ade m
e 
feel happy
1
2
3
4
5
6
7
(2) This hom
epage m
ade m
e 
feel Interested 
1
2
3
4
5
6
7
(3) This hom
epage m
ade m
e 
feel pleased
1
2
3
4
5
6
7
(4) This hom
epage m
ade m
e 
feel excited
1
2
3
4
5
6
7
A
ppendices
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Please
indicate w
hat you think about the content of the hom
epage you just view
ed. Follow
ing are four statem
ents about your 
beliefs in regard to the hom
epage.Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) For m
e, the hom
epage is 
relevant 
1
2
3
4
5
6
7
(2) For m
e, the hom
epage is 
com
plete 
1
2
3
4
5
6
7
(3) For m
e, the hom
epage is 
useful 
1
2
3
4
5
6
7
(4) For m
e, the hom
epage is 
m
eaningful 
1
2
3
4
5
6
7
A
ppendices
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) I think that this hom
epage 
is sim
ilar to the hom
epages 
of other financial service 
providers on the Internet.
1
2
3
4
5
6
7
(2) I think that there are 
financial service provider 
w
eb hom
epages like this in 
real life.
1
2
3
4
5
6
7
(3) I think that the pictures 
and text contained on the 
hom
epage provided 
believable inform
ation about 
a financial service provider.
1
2
3
4
5
6
7
A
ppendices
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
V
ery 
Strongly 
D
isagree 
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly
V
ery 
Strongly 
A
gree 
(1) This hom
epage is factual 
1
2
3
4
5
6
7
8
9
(2) This hom
epage is heart-
w
arm
ing 
1
2
3
4
5
6
7
8
9
(3) This hom
epage is subjective 
1
2
3
4
5
6
7
8
9
(4) This hom
epage is logical 
1
2
3
4
5
6
7
8
9
(5) This hom
epage is pleasant
1
2
3
4
5
6
7
8
9
(6) This hom
epage is objective 
1
2
3
4
5
6
7
8
9
(7) This hom
epage is inspiring 
1
2
3
4
5
6
7
8
9
(8) This hom
epage is rational 
1
2
3
4
5
6
7
8
9
A
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Y
ou have just view
ed the hom
epage of a financial service provider's w
ebsite. (Please close the w
indow
 w
ith the hom
epage if 
you have not already done so). Please indicate how
 this hom
epage m
ade you feel. Follow
ing are four statem
ents about your 
feelings tow
ards the hom
epage. Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) This hom
epage m
ade m
e 
feel happy
1
2
3
4
5
6
7
(2) This hom
epage m
ade m
e 
feel Interested 
1
2
3
4
5
6
7
(3) This hom
epage m
ade m
e 
feel pleased
1
2
3
4
5
6
7
(4) This hom
epage m
ade m
e 
feel excited
1
2
3
4
5
6
7
A
ppendices
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Please
indicate w
hat you think about the content of the hom
epage you just view
ed. Follow
ing are four statem
ents about your 
beliefs in regard to the hom
epage.Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) For m
e, the hom
epage is 
relevant 
1
2
3
4
5
6
7
(2) For m
e, the hom
epage is 
com
plete 
1
2
3
4
5
6
7
(3) For m
e, the hom
epage is 
useful 
1
2
3
4
5
6
7
(4) For m
e, the hom
epage is 
m
eaningful 
1
2
3
4
5
6
7
A
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) I think that this 
hom
epage is sim
ilar to the 
hom
epages of other 
financial service providers 
on the Internet.
1
2
3
4
5
6
7
(2) I think that there are 
financial service provider 
w
eb hom
epages like this in 
real life.
1
2
3
4
5
6
7
(3) Ithink that the pictures 
and text contained on the 
hom
epage provided 
believable inform
ation about 
a financial service provider.
1
2
3
4
5
6
7
A
ppendices
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
V
ery 
Strongly 
D
isagree 
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly
V
ery 
Strongly 
A
gree 
(1) This hom
epage is factual 
1
2
3
4
5
6
7
8
9
(2) This hom
epage is heart-
w
arm
ing 
1
2
3
4
5
6
7
8
9
(3) This hom
epage is subjective 
1
2
3
4
5
6
7
8
9
(4) This hom
epage is logical 
1
2
3
4
5
6
7
8
9
(5) This hom
epage is pleasant
1
2
3
4
5
6
7
8
9
(6) This hom
epage is objective 
1
2
3
4
5
6
7
8
9
(7) This hom
epage is inspiring 
1
2
3
4
5
6
7
8
9
(8) This hom
epage is rational 
1
2
3
4
5
6
7
8
9
A
ppendices
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Y
ou have just view
ed the hom
epage of a financial service provider's w
ebsite. (Please close the w
indow
 w
ith the hom
epage if 
you have not already done so). Please indicate how
 this hom
epage m
ade you feel. Follow
ing are four statem
ents about your 
feelings tow
ards the hom
epage. Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) This hom
epage m
ade m
e 
feel happy
1
2
3
4
5
6
7
(2) This hom
epage m
ade m
e 
feel Interested 
1
2
3
4
5
6
7
(3) This hom
epage m
ade m
e 
feel pleased
1
2
3
4
5
6
7
(4) This hom
epage m
ade m
e 
feel excited
1
2
3
4
5
6
7
A
ppendices
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Please indicate w
hat you think about the content of the hom
epage you just view
ed. Follow
ing are four statem
ents about your 
beliefs in regard to the hom
epage.Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) For m
e, the hom
epage is 
relevant 
1
2
3
4
5
6
7
(2) For m
e, the hom
epage is 
com
plete 
1
2
3
4
5
6
7
(3) For m
e, the hom
epage is 
useful 
1
2
3
4
5
6
7
(4) For m
e, the hom
epage is 
m
eaningful 
1
2
3
4
5
6
7
       
A
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Please indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor agree
Som
ew
hat 
A
gree 
A
gree
Strongly 
A
gree
(1) I think that this 
hom
epage is sim
ilar to the 
hom
epages of other 
financial service providers 
on the Internet.
1
2
3
4
5
6
7
(2) I think that there are 
financial service provider 
w
eb hom
epages like this in 
real life.
1
2
3
4
5
6
7
(3) I think that the pictures 
and text contained on the 
hom
epage provided 
believable inform
ation about 
a financial service provider.
1
2
3
4
5
6
7
A
ppendices
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Please
indicate to w
hat extent you agree or disagree w
ith EA
C
H
 statem
ent.
V
ery 
Strongly 
D
isagree 
Strongly 
D
isagree 
D
isagree 
Som
ew
hat 
D
isagree 
N
either 
disagree 
nor 
agree
Som
ew
hat 
A
gree 
A
gree
Strongly
V
ery 
Strongly 
A
gree 
(1) This hom
epage is 
factual 
1
2
3
4
5
6
7
8
9
(2) This hom
epage is 
heart-w
arm
ing 
1
2
3
4
5
6
7
8
9
(3) This hom
epage is 
subjective 
1
2
3
4
5
6
7
8
9
(4) This hom
epage is 
logical 
1
2
3
4
5
6
7
8
9
(5) This hom
epage is 
pleasant
1
2
3
4
5
6
7
8
9
(6) This hom
epage is 
objective 
1
2
3
4
5
6
7
8
9
(7) This hom
epage is 
inspiring 
1
2
3
4
5
6
7
8
9
(8) This hom
epage is 
rational 
1
2
3
4
5
6
7
8
9
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Appendix B2: Pre-Test 2 data analysis
Table B.1 : Descriptive statistics for measurement instrument (perceived rational content)
Homepage
Mean Standard 
deviation
Skew Kurtosis Į
Perceived Rational content .95
This homepage is factual 5.19 2.01 -.90 -.73
This homepage is logical 5.27 1.98 -.14 -.64
This homepage is objective 5.29 1.96 -.21 -.54
This homepage is rational 5.22 1.94 -.12 -.57
Table B.2:  Descriptive statistics for measurement instrument (perceived emotional 
content)
Homepage
Mean Standard 
deviation
Skew Kurtosis Į
Perceived emotional content .96
This homepage is heart-warming 5.35 1.91 -.17 -.63
This homepage is subjective 5.34 1.91 -.20 -.53
This homepage is pleasant 5.37 1.95 -.16 -.64
This homepage is inspiring 5.32 1.90 -.19 -.59
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Table B.3:  Descriptive statistics for measurement instrument (consumer emotion)
Mean Standard 
Deviation
Skew Kurtosis Į
Consumer Emotion .95
This homepage made me feel 
happy
4.10 1.49 -.32 -.47
This homepage made me feel 
interested
4.11 1.53 -.27 -.63
This homepage made me feel 
pleased
4.11 1.58 -.32 -.64
This Homepage Made Me Feel 
Excited
4.06 1.56 -.28 -.59
Table B.4:  Descriptive statistics for measurement instrument (consumer perceived 
informativeness)
Mean Standard 
deviation
Skew Kurtosis Į
Consumer perceived 
informativeness
.97
For me, the homepage is relevant 4.01 1.46 -.12 -.47
For me, the homepage is 
complete
4.15 1.49 -.26 -.53
For me, the homepage is useful 4.06 1.48 -.07 -.49
For me, the homepage is 
meaningful
3.92 1.57 .00 -.64
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Table B.5:  Fit measures for consumer emotion and perceived informativeness
Goodness-of-Fit Statistic Acceptable Cut-Off-Criteria Fit measures
Normed chi-square 
(CMIN/DF)
Hair et al. (2006) suggested 
3:1, except in situations with 
very large samples.
Ȥ2/df =3.42
Goodness-of-fit (GFI) Arbuckle and Wothke (1999)
argued that values must be 
above 0.95.
0.97
Adjusted goodness-of-fit 
(AGFI)
Arbuckle and Wothke (1999)
suggested values must be 
above 0.95.
.98
Root Mean Square Error 
of Approximation 
(RMSEA)
An RMSEA value over 1.0 
indicates a poor fit (Brown and 
Cudeck 1993), while values 
below 0.06 indicate a good fit 
Tab (Hu and Bentler 1999; 
Tabachnick and Fidell 2001).
.03
A
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Table B
.6 Pre-Test 2: Em
otional content: com
parison of m
ean scores betw
een hom
epages
Homepage No
Level of emotion 
content
Mean score of 
perceived emotion
H
om
epage 1
H
om
epage N
o 2
H
om
epage N
o 3
H
om
epage N
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
6.28
X
X
X
.25
1.29
.197(p<.05)
-1.79
-7.71
.000(p<.05)
2.20
10.45
.000(p<.05)
2
H
igh
6.54
.25
1.29
.197(p<.05)
X
X
X
2.04
9.16
.000(p<.05)
2.46
12.22
.000(p<.05)
3
Low
4.49
-1.79
-7.71
.000(p<.05)
2.04
9.16
.000(p<.05)
X
X
X
.41
1.76
.080(p<.05)
4
Low
4.17
2.20
10.45
.000(p<.05)
2.46
12.22
.000(p<.05)
.41
1.76
.080(p<.05)
X
X
X
A
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Table B
.6 Pre-Test 2: R
ational content: com
parison of m
ean scores betw
een hom
epages
Homepage  No
Level of rational 
content
Mean score of 
perceived rational
H
om
epage 1
H
om
epage N
o 2
H
om
epage N
o 3
H
om
epage N
o 4
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
Mean differences
t-value
Significance
1
H
igh
6.59
X
X
X
-.017
-7.71
.918(p<.05)
2.19
11.07
.000(p<.05)
-2.57
-
14.24
.000(p<.05)
2
H
igh
4.13
-.017
-7.71
.918(p<.05)
X
X
X
2.17
10.98
.000(p<.05)
-2.55
-
14.15
.000(p<.05)
3
Low
6.57
2.19
11.07
.000(p<.05)
2.17
10.98
.000(p<.05)
X
X
X
-.38
-1.83
.090
4
Low
4.39
-2.57
-
14.24
.000(p<.05)
-2.55
-
14.15
.000(p<.05)
-.38
-1.83
.090
X
X
X
A
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A
ppendix B
3: M
ean score of selected hom
epages
 
Em
otional content (High) (M
ean: 6.28), Rational content (high) (M
ean: 6.59) 
A
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Em
otional content (High) (M
ean: 6.54), Rational content (low
) (M
ean: 4.13) 
A
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Em
otional content (low
) (M
ean: 4.49), Rational content (high) (M
ean: 6.57) 
A
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 Em
otional content (low
) (M
ean: 4.17), Rational content (low
) (M
ean: 4.39)
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Appendix C: Stage 3 Identifying NFA and NFC 
characteristics
The data collected in Stage 3 had three purposes:
1. to assess the reliability and validity of the instruments measuring NFC and 
NFA.
2. to assign respondents to one of four personality groups: high NFA and high 
NFC, high NFA and low NFC, low NFA and high NFC, and low NFA and 
low NFC. 
3. to assess whether each of the four categorisations were sufficiently different 
to enable varied personality types to be assessed in Stage 4.
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Appendix C1: Stage 3 Questionnaire
Screening Question :
Please indicate your age?
Less than 30 Years
30 years or above
Deakin University
INFORMATION STATEMENT AND CONSENT FORM
DEAKIN UNIVERSITY
INFORMATION STATEMENT AND CONSENT FORM
TO: Participant
Full Project Title: Emotional and Rational Homepage Content: Separate 
Dimensions rather than a Continuum
Principal Investigator: Professor Michael Polonsky
Student Researcher: MD Manirujjaman
Associate Researcher: Dr Nichola Robertson
You are invited to take part in this research project. This Information Statement 
contains detailed information about the research project. Please read this 
Information Statement carefully. Once you understand what the project is about 
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and you agree to complete and submit the questionnaire online, it is assumed that 
you are consenting to participate in this study.
This research project is being undertaken by a PhD student researcher, Md 
Manirujjaman, under the guidance of Professor Michael Polonsky and Dr 
Nichola Robertson from Deakin University, Melbourne. This research is funded 
by Deakin University. The purpose of this project is to examine the influence of 
a website’s homepage content on consumers’ responses to it. The research 
project is expected to benefit organisations concerned with online 
communications and marketing. Consumers will also benefit, as the research will 
lead to better communication between organisations and consumers.
You are invited to participate in this PhD research project because you are in a 
target group highly relevant to financial services. Your name was selected 
randomly from the Survey Sampling International database, of which you are a 
voluntary member. Participation in this project will involve you completing an 
online questionnaire that should take approximately 10 minutes of your time.
Once you have completed the questionnaire please hit the submit button. Any 
information that you provide will be treated with the utmost respect for 
confidentiality. No individuals will be identifiable. All data will be stored for a 
period of a maximum of eight years after final publication, after which time it 
will be destroyed. All electronic copies of documents will be stored on a 
password-protected computer.
The results of this study will be used in the PhD thesis and published in journal 
articles and/or conference proceedings. In any publication, information will be 
provided in such a way that you cannot be identified.
This project will be carried out according to the National Statement on Ethical 
Conduct in Human Research (2007) produced by the National Health and 
Medical Research Council of Australia. This statement has been developed to 
protect the interests of people who agree to participate in human research studies.
The ethics aspects of this research project have been approved by the Human 
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Research Ethics Committee of Deakin University.If you have any complaints 
about any aspect of the project, the way it is being conducted or any questions 
about your rights as a research participant, then you may contact: The Manager, 
Office of Research Integrity, Deakin University, 221 Burwood Highway, 
Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 9244 6581; research-
ethics@deakin.edu.au.
Please quote project number (BL-EC 18-12), if you require further information 
or if you have any problems concerning this project, please contact: Student 
Researcher: MD Manirujjaman
Email: mmani@deakin.edu.au
If you agree with this consent form please click "yes' below
Instruction to participants:
In the following questionnaire, you will be asked to read and respond to 28 
statements. We would like to know to what extent these statements describe you. 
Please read each statement carefully and provide your response on the seven-
point scale next to each statement. For example, if the statement is very 
characteristic of you, then click the button "strongly agree".
Please click "next" to continue completing the questionnaire.
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Please describe yourself as accurately as possible by indicating your level of 
agreement with the following statements
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly 
Agree
(1)I would rather do 
something that is sure 
to challenge my 
thinking abilities than 
something that 
requires little 
thought. 
1 2 3 4 5 6 7
(2)I seek out 
situations where 
there is a good 
chance that I will 
have to think in depth 
about something. 
1 2 3 4 5 6 7
(3)I would prefer 
complex to simple 
problems. 
1 2 3 4 5 6 7
(4)Thinking is my 
idea of fun. 
1 2 3 4 5 6 7
(5)I tend to think 
harder than is 
necessary. 
1 2 3 4 5 6 7
(6) I would prefer not 
to experience either 
the lows or highs of 
emotion. 
1 2 3 4 5 6 7
(7) I find strong 
emotions 
overwhelming and 
therefore try to avoid 
them. 
1 2 3 4 5 6 7
(8) If I reflect on my 
past, I see that I tend 
to be afraid of feeling 
emotions. 
1 2 3 4 5 6 7
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(9)It is important for 
me to be in touch 
with my feelings. 
1 2 3 4 5 6 7
(10) I do not know 
how to handle my 
emotions, so I avoid 
them. 
1 2 3 4 5 6 7
(12) I find 
satisfaction in 
deliberating hard and 
for long hours.
1 2 3 4 5 6 7
Please describe yourself as accurately as possible by indicating your level of 
agreement with the following statements
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly 
Agree
(13) I usually end up 
deliberating about 
issues even when 
they do not affect me 
personally.
1 2 3 4 5 6 7
(14) I would prefer a 
task that is 
intellectual, difficult, 
and important to one 
that is somewhat 
important but does 
not require much 
thought. 
1 2 3 4 5 6 7
(15) Learning new 
ways to think excites 
me a great deal. 
1 2 3 4 5 6 7
(16) I like tasks that 
require thought each 
time they are 
performed. 
1 2 3 4 5 6 7
(17) The notion of 
thinking abstractly is 
appealing to me. 
1 2 3 4 5 6 7
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(18) I find 
satisfaction in 
deliberating hard and 
for long hours. 
1 2 3 4 5 6 7
(19) I usually end up 
deliberating about 
issues even when 
they do not affect me 
personally. 
1 2 3 4 5 6 7
(20) I would prefer a 
task that is 
intellectual, difficult, 
and important to one 
that is somewhat 
important but does 
not require much 
thought. 
1 2 3 4 5 6 7
(21) Learning new 
ways to think excites 
me a great deal. 
1 2 3 4 5 6 7
(22) I like tasks that 
require thought each 
time they are 
performed.
1 2 3 4 5 6 7
(23)The idea of 
relying on thought to 
make my way to the 
top appeals to me. 
1 2 3 4 5 6 7
(24)I really enjoy a 
task that involves 
coming up with new 
solutions to 
problems. 
1 2 3 4 5 6 7
(25)I prefer my life 
to be filled with 
puzzles that I must 
solve. 
1 2 3 4 5 6 7
(26)I like to have the 
responsibility of 
handling a situation 
that requires a lot of 
thinking. 
1 2 3 4 5 6 7
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(27)I feel satisfaction 
rather than relief after 
completing a task 
that requires a lot of 
thinking. 
1 2 3 4 5 6 7
(28)Knowing how or 
why something 
works is more 
important than just 
getting the job done.
1 2 3 4 5 6 7
Thank you for your participation
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Appendix C2: Stage 3 Data Analysis
Table C.1: Descriptive statistics for measurement instrument (consumer 
NFC)
Consumer NFC Mean Standard 
deviation
Skew Kurtosis Į
.94
(1)I would rather do something that is sure 
to challenge my thinking abilities than 
something that requires little thought. 
5.36 1.224 -.766 .510
(2)I seek out situations where there is a 
good chance that I will have to think in 
depth about something. 
4.94 1.226 -.412 -.002
(3)I would prefer complex to simple 
problems. 
4.55 1.347 -.195 -.409
(4)Thinking is my idea of fun. 4.79 1.277 -.432 .214
(5)I tend to think harder than is necessary. 4.91 1.331 -.456 .007
(6) I would prefer not to experience either 
the lows or highs of emotion. 
4.74 1.295 -.168 -.296
(7) I find strong emotions overwhelming 
and therefore try to avoid them. 
3.92 1.546 .102 -.735
(8) If I reflect on my past, I see that I tend to 
be afraid of feeling emotions. 
3.92 1.538 .073 -.774
(9)It is important for me to be in touch with 
my feelings. 
3.75 1.608 .155 -.812
(10) I do not know how to handle my 
emotions, so I avoid them. 
5.12 1.199 -.584 .419
(12) I find satisfaction in deliberating hard 
and for long hours.
3.19 1.510 .508 -.341
(13) I usually end up deliberating about 
issues even when they do not affect me 
personally.
3.95 1.414 -.037 -.528
(14) I would prefer a task that is intellectual, 
difficult, and important to one that is 
somewhat important but does not require 
much thought. 
4.25 1.414 -.320 -.490
(15) Learning new ways to think excites me 
a great deal. 
4.55 1.287 -.212 -.233
(16) I like tasks that require thought each 4.87 1.264 -.438 .156
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Table C.1: Descriptive statistics for measurement instrument (consumer 
NFC)
Consumer NFC Mean Standard 
deviation
Skew Kurtosis Į
time they are performed. 
(17) The notion of thinking abstractly is 
appealing to me. 
4.88 1.194 -.564 .305
(18) I find satisfaction in deliberating hard 
and for long hours. 
4.74 1.330 -.333 -.175
Table C.2  Descriptive statistics for measurement instrument (consumer 
NFA)
Consumer NFA Mean Standard 
deviation
Skew Kurtosis Į
.80
Emotions are dangerous & and they tend to 
get me into situations that I would rather 
avoid.
3.46 1.562 .239 -.788
Emotions help people get along in life. 5.17 1.106 -.667 .862
I feel that I need to experience strong 
emotions regularly.
3.98 1.290 .057 -.145
I think that it is important to explore my 
feelings.
5.00 1.211 -.542 .413
It is important for me to know how others are 
feeling.
5.18 1.179 -.746 .737
The idea of relying on thought to make my 
way to the top appeals to me.
4.56 1.331 -.361 -.088
I really enjoy a task that involves coming up 
with new solutions to problems.
5.19 1.175 -.638 .494
I prefer my life to be filled with puzzles that I 
must solve.
4.43 1.319 -.174 -.202
I like to have the responsibility of handling a 
situation that requires a lot of thinking.
4.71 1.290 -.429 .031
I feel satisfaction rather than relief after 
completing a task that requires a lot of 
thinking.
5.31 1.206 -.878 1.119
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Table C.3 Fit measures for consumer NFC and NFA
Goodness-of-Fit Statistic Acceptable Cut-Off-Criteria Fit measures
Normed chi-square (CMIN/DF) Hair et al. (2006) suggested 3:1, 
except in situations with very 
large samples.
Ȥ2/df =5.78
Goodness-of-fit (GFI) Arbuckle and Wothke (1999)
argued that values must be 
above 0.95.
0.910
Adjusted goodness-of-fit 
(AGFI)
Arbuckle and Wothke (1999)
suggested values must be above 
0.95.
.96
Root Mean Square Error of 
Approximation (RMSEA)
An RMSEA value over 1.0 
indicates a poor fit (Brown and 
Cudeck 1993), while values 
below 0.06 indicate a good fit 
Tab (Hu and Bentler 1999; 
Tabachnick and Fidell 2001).
.06
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Appendix D: Final Experiment
The data collected in the main experiment were analysed for three purposes:
1. To re-assess the reliability and validity of the instruments employed.
2. To determine whether there were differences between each of the four 
homepages in terms of their corresponding emotional and rational levels of 
content (manipulation checks).
3. To test the hypotheses advanced in Chapter 3.
The four homepages selected from the pre-test 2 were randomly rotated among the 
respondents within each personality group, and the block function program 
controlled the total number of respondents for each homepages. This allowed a 
maximum of 40 responses within each personality group for any one type of 
homepage.
Appendix D1: Final experiment questionnaire
Deakin University
INFORMATION STATEMENT AND CONSENT FORM
You are invited to take part in this research project. This Information Statement 
contains detailed information about the research project. Please read this Information 
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Statement carefully. Once you understand what the project is about and you agree to 
complete and submit the questionnaire online, it is assumed that you are consenting 
to participate in this study.
Participation in this project will involve you completing an online questionnaire that 
should take approximately 5-6 minutes of your time.
Once you have completed the questionnaire please hit the submit button. Any 
information that you provide will be treated with the utmost respect for 
confidentiality. No individuals will be identifiable. All data will be stored for a 
period of a maximum of eight years after final publication, after which time it will be 
destroyed. All electronic copies of documents will be stored on a password-protected 
computer.
The results of this study will be used in the thesis and published in journal articles 
and/or conference proceedings. In any publication, information will be provided in 
such a way that you cannot be identified.
This project will be carried out according to the National Statement on Ethical 
Conduct in Human Research (2007) produced by the National Health and Medical 
Research Council of Australia. This statement has been developed to protect the 
interests of people who agree to participate in human research studies.
If you agree with this consent form please click "yes' below
Instruction to participants:
Please view the Web homepage of a fictional financial service provider by clicking 
on the Web link as instructed. Please view this homepage for 15-20 seconds and then 
close the pop-up window containing it. We would like you to then answer some 
questions about this homepage.
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Click "next" to continue completing the questionnaire.
Please click the following link to view the homepage and proceed to next page. After 
viewing the homepage please close the window by clicking the "x" on the menu bar 
(do not minimize it), then return to this page and click "next" to give your responses.
https://us.qualtrics.com/ControlPanel/Graphic.php?IM=IM_4GVzNxgyuiqou5T&V=
1346490405
At this stage, respondents click on the link to open of the following homepage 
randomly.
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You have just viewed the homepage of a financial service provider's website. (Please close the 
window with the homepage if you have not already done so). Please indicate how this homepage 
made you feel. Following are four statements about your feelings towards the homepage. Please 
indicate to what extent you agree or disagree with EACH statement.
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly 
Agree
(1) This homepage 
made me feel happy
1 2 3 4 5 6 7
(2) This homepage 
made me feel 
Interested 
1 2 3 4 5 6 7
(3) This homepage 
made me feel pleased
1 2 3 4 5 6 7
(4) This homepage 
made me feel excited
1 2 3 4 5 6 7
Please indicate what you think about the content of the homepage you just viewed. Following are four 
statements about your beliefs in regard to the homepage. Please indicate to what extent you agree or 
disagree with EACH statement.
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly 
Agree
(1) For me, the 
homepage is relevant 
1 2 3 4 5 6 7
(2) For me, the 
homepage is 
complete 
1 2 3 4 5 6 7
(3) For me, the 
homepage is useful 
1 2 3 4 5 6 7
(4) For me, the 
homepage is 
meaningful 
1 2 3 4 5 6 7
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Please indicate to what extent you agree or disagree with EACH statement.
Strongly 
Disagree
Disagree Somewhat 
Disagree
Neither 
disagree 
nor 
agree
Somewhat 
Agree
Agree Strongly 
Agree
(1) I think that this 
homepage is similar 
to the homepages of 
other financial 
service providers on 
the Internet.
1 2 3 4 5 6 7
(2) I think that there 
are financial service 
provider web 
homepages like this 
in real life.
1 2 3 4 5 6 7
(3) I think that the 
pictures and text 
contained on the 
homepage provided 
believable 
information about a 
financial service 
provider.
1 2 3 4 5 6 7
Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree 
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly Very 
Strongly 
Agree 
(1) This 
homepage is 
factual 
1 2 3 4 5 6 7 8 9
(2) This 
homepage is 
heart-
warming 
1 2 3 4 5 6 7 8 9
(3) This 
homepage is 
subjective 
1 2 3 4 5 6 7 8 9
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Please indicate to what extent you agree or disagree with EACH statement.
Very 
Strongly 
Disagree 
Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neither 
disagree 
nor 
agree
Somewhat 
Agree 
Agree Strongly Very 
Strongly 
Agree 
(4) This 
homepage is 
logical 
1 2 3 4 5 6 7 8 9
(5) This 
homepage is 
pleasant
1 2 3 4 5 6 7 8 9
(6) This 
homepage is 
objective 
1 2 3 4 5 6 7 8 9
(7) This 
homepage is 
inspiring 
1 2 3 4 5 6 7 8 9
(8) This 
homepage is 
rational 
1 2 3 4 5 6 7 8 9
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Demographics Questions:
Q1. Please select your gender
 Female
 Male
Q2. Please indicate your age group
 30-39 years
 40-49 years
 50-59 years
 60-69 years
 70-79 years
 80 years and above
Q3. Please indicate your current education level: 
 Secondary 
 Certificate
 Diploma and Advanced Diploma
 Bachelor Degree
 Graduate certificates or Graduate Diploma
 Postgraduate Degree
Q4. Please indicate your current location:
 ACT
 NSW
 QLD
 SA
 TAS
 VIC
 WA
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Appendix D2: Final Experiment Data Analysis
Table D.1  Descriptive statistics for measurement instrument (Consumer emotion)
Mean Standard 
deviation
Skew Kurtosis Į
Consumer Emotion .96
This homepage made me feel 
happy
4.12 1.410 -.183 -.378
This homepage made me feel 
interested
4.13 1.452 -.174 -.563
This homepage made me feel 
pleased
4.11 1.446 -.081 -.478
This homepage made me feel 
excited
3.95 1.495 -.052 -.699
Table D.2: Descriptive statistics for measurement instrument (Consumer perceived 
informativeness)
Mean Standard 
deviation
Skew Kurtosis Į
Consumer perceived 
informativeness
.93
For me, the homepage is relevant 4.10 1.536 -.159 -.747
For me, the homepage is complete 4.27 1.472 -.298 -.490
For me, the homepage is useful 4.30 1.509 -.310 -.632
For me, the homepage is 
meaningful
4.24 1.517 -.248 -.565
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Table D.3: Fit measures for consumer emotion and perceived informativeness
Goodness-of-Fit Statistic Acceptable Cut-Off-Criteria Fit measures
Normed chi-square 
(CMIN/DF)
Hair et al. (2006) suggested 
3:1, except in situations with 
very large samples.
Ȥ2/df =3.3371
Goodness-of-fit (GFI) Arbuckle and Wothke (1999)
argued that values must be 
above 0.95.
0.99
Adjusted goodness-of-fit 
(AGFI)
Arbuckle and Wothke (1999)
suggested values must be 
above 0.95.
.98
Root Mean Square Error of 
Approximation (RMSEA)
An RMSEA value over 1.0 
indicates a poor fit (Brown and 
Cudeck 1993), while values 
below 0.06 indicate a good fit 
Tab (Hu and Bentler 1999; 
Tabachnick and Fidell 2001).
.05
Comparative Fit Index (CFI) Values of > 0.95
(Hu & Bentler 1999; 
Tabachnick & Fidell 2001).
.97
Table D.4: Mean scores of perceived emotional and rational content
Homepages Mean SD
Perceived 
emotional 
content
High emotion-high rational 6.29 1.57283
Low emotion-low rational 4.17 1.61461
High emotion- low rational 6.58 1.63525
Low emotion-high rational 4.58 1.89223
Perceived 
rational content
High emotion-high rational 6.13 1.80317
Low emotion-low rational 3.93 1.72317
High emotion- low rational 3.99 1.7816
Low emotion-high rational 6.51 1.69253
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Table D.5 ANOVA for perceived emotional and rational content (Homepages)
Sum of 
squares df
Mean 
square F Sig.
Perceived emotional 
content Between groups
603.57 3 201.19 82.98 .000
Perceived rational 
content Between groups
685.39 3 228.46 108.23 .000
 
 
Table D.6 Simple effects for emotional content and rational content on consumer 
emotion (For Low NFA And Low NFC)
Simple effects across levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 2.90 4.36 1.49 27.08 .000
High 2.90 3.68 .77 7.71 .006
Simple effects across 
levels/groups
Mean Diff .001 .67
F-Value .000 5.86
p-value .996 .017
 
 
Table D.7 Simple effects for emotional content and rational content on consumer 
emotion (For High NFA And High NFC)
Simple effects across levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 3.65 4.22 .57 4.89 .029
High 5.29 5.55 .25 .91 .341
Simple effects across 
levels/groups
Mean Diff 1.65 1.32
F-Value 39.80 25.52
p-value .000 .000
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Table D.8 Simple effects for emotional content and rational content on consumer 
emotion (For High NFA And Low NFC)
Simple effects across levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 3.23 4.01 .77 8.74 .004
High 4.82 3.75 1.07 16.56 .000
Simple effects across 
levels/groups
Mean Diff 1.58 .26
F-Value 36.28 1.00
p-value .000 .996
Table D.9 Simple effects for emotional content and rational content on consumer 
emotion (For Low NFA And High NFC)
Simple effects across levels/groups
Emotional content
Mean Diff F-Value p-value
Low High
Rational
content
Low 3.52 5.02 1.49 30.15 .000
High 4.10 3.58 .50 3.57 .061
Simple effects across 
levels/groups
Mean Diff .57 1.43
F-Value 4.41 27.88
p-value 037 .000
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Table D.10: Demographic profile of main study 
respondents
Characteristics Frequency %
Gender
Female 302 54
male 258 46
Total 560 100.00
Age (years)
30-39 157 28
40-49 123 22
50-59 179 32
60+ 101 18
Total 560 100.00
Location
ACT 12 2
NSW 163 29
QLD 117 21
SA 56 10
TAS 28 5
VIC 145 26
WA 39 7
Total 560 100.00
